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Abstract

Cruise industry has presented an energetic and lively development in recent years. However,
the research conducted in Ireland on the topic of Cruise Tourism is inadequate. This research
study aims to close a gap in the Irish tourism literature, as there was no other similar research
previously done in Ireland. The researcher intends to find what is relevant and meaningful for
the present and future cruise tourism in the Cork region, from the perspective of the key
stakeholders. The author hopes to provide the relevant officials with a background in the cruise
tourism in Cork and enlighten them on the potential of Cork Harbour.
The current thesis is the result of a two-year research journey, a requirement for the
completion of the Masters of Business. This investigation was exploratory In nature, and the
author aimed to understand the research topic from the perspective of the contributors
participating in the interviews conducted as part of the primary research. The researcher has
chosen a single qualitative data collection technique to answer the research questions and
achieve the objectives of this study. The views of the participants to this research are
presented and used to elaborate on the findings and recommendations of the current study.
The present study has found that Cork is not entirely aware of its potential in the cruise market.
Local businesses have difficulties trying to capitalise on the cruise tourism market. This
research identified the key stakeholders in the region and noted their desire to sustain the
development of the sector considered as beneficial for the area. The author has found that
Irish Ports are competing and recommends coopetion to grow Ireland as an independent cruise
destination. This research has identified the potential of the Port of Cork to achieve a home
port status and attract turnaround cruises into the region, a major Income generating factor for
the area. Therefore, the author concludes that a well-considered joint strategy needs to be
embraced and funded to position Cork as an engaging, charming, secure and appealing cruise
destination.
Keywords: cruise tourism in Cork, generating revenue for cruise destinations, capturing cruise
tourism market, Cork - Home Port, capitalise on cruise market

Chapter 1.

Introduction to the research

1.0. Introduction

This chapter aims to introduce the reader to the research topic of the cruise tourism and cruise
industry, and highlights the background and the justification for the present study. The
research questions are presented followed by the aims and objectives of the research. A
justification of the present study is outlined, succeeded by a framework of this thesis.
The current research sets out to examine and investigate the benefits of the cruise tourism in
the Cork region and the potential of the Port of Cork as a future home port. The study analyses
the landscape of the cruise tourism and evaluates the challenges that are faced by local
businesses trying to capitalise on the cruise tourism market. This research also investigates the
attitudes and experiences of the professionals involved in the Cork cruise tourism,
representatives of the key stakeholders within this sector.

1.1. Background of the study - An Overview of the Cruise Industry

The aim of this section is to introduce readers to the cruise industry (Morgan and Power, 2011).
Modern concept of leisure cruises began in 1844 when P&O organised a Mediterranean cruise;
nowadays, cruising is the fastest growing segment of tourism industry and the cruise line
industry continues to strengthen its global presence. With the world economy in an ongoing
recovery mode, CLIA (Cruise Lines International Association) and its 62 cruise line members
acknowledged growth in passenger numbers, at over 22 million worldwide guests in 2015
(CLIA, 2015; Cruising.org). In 2016, 24 million passengers are expected to cruise (CLIA, 2016;
Faust, 2015; Leppert, 2015).

To meet the demand, over the period from 2015 to 2018, 31 cruise vessels have been
scheduled for delivery for worldwide trading with capacity for 93,300 passengers of which 29
will be constructed in Europe and two in Japan, with a further addition of four ships that are
already on order for 2019-20, all in European yards (CLIA Europe, 2015a). Thus, from the
beginning of 2015 through 2021, Europe will account for 34 of the 36 new cruise ships to be
constructed (CLIA Europe, 2015a). Out of the 2015-18 total, 10 ships with 30,375 berths
(30.0%) will primarily serve the European source market, representing an investment of €5.2
billion, which underlines the cruise industry's continuing commitment to the future of its
business both in Europe and elsewhere in the world (CLIA Europe, 2015a).
While North America remains the dominate source for cruise passengers, international source
markets are demonstrating accelerated passenger demand for cruising, with UK and Ireland
being the second source market in the world (CLIA Europe, 2015a; Crulsing.org).

1.1.1. Global Cruise Tourism Industry

The cruise industry has enjoyed dynamic growth over a period of 30 years, driven initially by
demand from North America and more recently, by growing demand from Europe and the rest
of the world (CLIA Europe, 2015a; DKM Economic Consultants, 2015; JPE, 2011; Vogel and
Oschmann, 2012). These trends are expected to persists (Berger, 2004; DKM Economic
Consultants, 2015), as only a small proportion of the population who have the resources to
take a cruise have done so (Dickinson and Vladimir, 2008). However, the real average prices of
a passenger cruise day have declined significantly in the last decade, which suggests that cruise
liners have had to offer price incentives to fill their ships (Vogel and Oschmann, 2012).
Over the ten years from 2004 to 2014, demand for cruising worldwide has increased from 13.1
million passengers to 22.0 million (+68%), with 3.4% growth achieved in 2014. In 2016, 24
million passengers are expected to cruise (CLIA, 2016; Faust, 2015; Leppert, 2015). Over a

similar period, global, mainly land-based tourism, has risen by 49% to an estimated 1.14 billion
tourists in 2014, 4.7% up on 2013 (CLIA Europe, 2015a).
Although North American cruise passenger numbers have increased by 33%, the region's
relative share of the total market has declined from 69.9% in 2004 to 55.2% in 2014 (CLIA
Europe, 2015a).
The global economic impact of the cruise industry is estimated at $119.9 billion in total,
generating 939,232 jobs, $39.3 billion in wages and salaries, 22.04 million passengers, and an
average daily passenger spending of $127 (CLIA, 2016). Economic benefits are enormous for
destination ports and local government.

1.1.2. European Cruise Tourism Industry

The European cruise industry is to a large extent destination-led and the Mediterranean and
Northern European regions include many attractive destinations (Grammerstorf, 2012; CLIA
Europe, 2015a; European Cruise Council, 2011, McKenney, 2015). Many of the leading ports are
regarded as 'must see' or 'marquee' destinations that destination planners will wish to include
in their itineraries (CLIA Europe, 2015a; European Cruise Council, 2011; McKenney, 2015).
Other ports, some of which are also marquee ports in their own right, have advantages of
strategic position, access to major hub airports and suitable bed-stock, enabling them to
feature prominently as home ports (CLIA Europe, 2015a; European Cruise Council, 2011;
McKenney, 2015).
During 2014, there were 42 cruise lines domiciled in Europe, operating 123 cruise ships with a
capacity of around 146,000 lower berths (CLIA Europe, 2015a). Another 60 vessels with a
capacity of around 89,000 lower berths were deployed in Europe by 18 non-European lines
(CLIA Europe, 2015a). An estimated 6.4 million European residents booked cruises, a 0.5%
increase over 2013, representing about 30% of all cruise passengers worldwide (CLIA Europe,
3

2015a). An estimated 5.85 million passengers embarked on their cruises from a European port,
a 3.6% decline from 2013; around 4.9 million were European nationals and about 0.9 million
came from outside Europe (CLIA Europe, 2015a).
The vast majority of these cruises visited ports in the Mediterranean, the Baltic and other
European regions, generating 29 million passenger visits at a total of around 250 European port
cities, a decrease of 7.1% from 2013 (CLIA Europe, 2015a). In addition, an estimated 14.4
million crew also arrived at European ports (CLIA Europe, 2015a). As a result of the European
cruise operations and the investment in new cruise ships by the global cruise industry, this
industry generated significant economic impacts throughout Europe (CLIA Europe, 2015a). In
2014, cruise industry direct expenditures grew by 2.8% from 2013 to €16.6 billion (CLIA Europe,
2015a). This increase was the net result of gains In shipbuilding, cruise line expenditures and
employee compensation which were partially offset by a drop in passenger and crew
expenditures (CLIA Europe, 2015a).
In Europe, the total economic impacts of the cruise industry, included the following: €40.2
billion in total output, €16.6 billion in direct spending by cruise lines and their passengers and
crew, 348,930 jobs and €10.75 billion in employee compensation (CLIA Europe, 2015a). These
impacts are the sum of the direct, indirect and induced impacts of the cruise industry, and in
summary, each €1 million in direct cruise industry expenditures generated: €2.42 million in
business output and 19 jobs paying an average annual wage of nearly €33,700 (CLIA Europe,
2015a).
In October 2015, the European Parliament's plenary adopted a resolution on 'New challenges
and concepts for the promotion of Tourism in Europe', that recognises the "importance of
Cruise Tourism for growth of the Tourism sector in Europe" and calls on the Member States to
develop infrastructure and improve cross-border connectivity (CLIA Europe, 2015b).

1.1.3. Cruise Tourism in Ireland

Ireland is not a discrete segment of the cruise market but an integral part of the European
cruise network (DKM Economic Consultants, 2011; Failte Ireland, 2012). The Irish cruise market
has grown strongly over the past decade (DKM Economic Consultants, 2015; Failte Ireland,
2012; JPE, 2011). Cruise tourism is a significant source of growth for Irish tourism, given
Ireland's island status and location (Failte, 2012; JPE, 2011). Failte Ireland (2012) found that
cruise operators have many positive perceptions of Ireland as a destination, the country being
seen as a well-defined cruise destination that offers a depth of onshore excursions.
While it is acknowledged that Ireland's geographical location, allows it to be included in both
British Isles and Transatlantic cruises, and with the proximity of ports within Ireland providing
optimum cruising distances, the cruise operators find Irish ports to be expensive, and criticize
Irish port's appearances, which are not always providing 'friendly surroundings' for passengers
(Failte Ireland, 2012).

1.1.3.1.

Irish Ports

Port of call are a focal point of any cruise (Klein, 2011). A port is a complicated transport
junction, a stopover or harbour on a marine gateway that enables maritime transport, cargo
and cruise ships visits to enter and depart a destination (Morgan and Power, 2011).
Ireland is an emerging cruise destination and a report conducted on behalf of Failte Ireland
(2012) presents a comprehensive view of the Irish port:
Dublin is seen as an essential port due to its status as capital city. Cobh however, is
viewed by many operators as the 'real star'. Cobh offers a great welcome and
exposure to Irish friendliness, and the port itself is picturesque and also provides
access to scenic surrounding areas. Waterford is perceived to be undergoing a

'resurrection' but it needs to work hard to compete with Cobh. Belfast, in Northern
Ireland, is liked by cruise operators for their proactivity and friendless but the port
itself requires work to improve its attractiveness. Killybegs is seen as a lone concrete
pier and operators feel it is unsuitable for cruise calls (Failte Ireland, 2012).
In 2006, there were 160 visits by cruise vessels in Ireland, which grew to 236 in 2012, which is
equivalent to an annual average growth rate of 7% (DKM Economic Consultants, 2015). In 2015,
there were 193 cruise visits in the Republic of Ireland (ROI) alone (CSO, 2016a). Appendix 1
provides an overview of each port activity regarding cruise calls and visitors.
As the size of the ships has grown, and the number of cruise ships has increased, new ports
have been established and existing ports have found ever growing numbers of day visitors
(Klein, 2011). With the increasing size of vessels, the number of cruise passengers who arrived
in Ireland has grown more strongly than the number of vessels, namely by 10% per annum
between 2006 and 2012, from 136,000 to 238,000 (DKM Economic Consultants, 2015). There
were almost 242,000 cruise passengers visiting ROI in 2015 (CSO, 2016a). The growth for some
ports has been phenomenal (Klein, 2011).

1.1.3.2.

The Dublin Port

For the purpose of cruise tourism, Dublin is served by two ports - Dublin Port itself and Dun
Laoghaire harbour. (Grow Dublin Taskforce, 2014; O'Callaghan, 2015). The Cruise business at
Dublin Port has grown significantly in recent year and new facilities are required to further
develop future growth prospects (Failte Ireland, 2012; JPE, 2011; McCarthy, 2013; O'Callaghan,
2015).
Dublin Port Company claims that the passengers from the ships are likely to spend an average
of €100 each, over the course of the day (Brophy, 2015; Duffy, 2015; Hilliard, 2014). According
to Dublin Port, 2015 has been a record year for cruise tourism, and the Dublin Port is working
to bring in further business through a €200 million redevelopment plan, which allow larger
6

ships to routinely visit de port (Duffy, 2015; O'Brien, 2014). The Grow Dublin Taskforce (2014)
report declared that one of its ambitions is to "position Dublin as a 'must see' destination on a
European cruise holiday".

1.1.3.3.

The Port of Cork

The Port of Cork is one of Ireland's most popular cruise port of calls, the only port in Ireland
with a dedicated cruise berth, adjacent to Cobh Heritage Centre (Moloney, 2004). The port can
also handle cruise liners in Ringaskiddy Deepwater Quay and the City Quays (PortofCork.ie).
Vessels up to 340m in length can currently be accommodated and redevelopments at the Cobh
Deepwater Cruise Terminal were approved to allow Quantum Class cruise vessels (350m
length) at the current cruise terminal using existing berthing facilities (Port of Cork, 2013).
Cruise calls at the Port of Cork increased from 38, in 2006, to 64, in 2013 (CSO, 2016a), and 58
vessels are scheduled to visit in 2016 (Port of Cork, 2016), with an increase in cruise
passengers' numbers from 32,826 in 2006, to 85,495 in 2013, to 102,217 in 2015 (CSO, 2016a),
and expected numbers of 104,128 in 2016 (Port of Cork, 2016), making a significant
contribution to the economy of the region (Port of Cork, 2013).
The Port of Cork Company is committed to further development of these dedicated cruise
facilities at the Cobh Cruise Terminal and the achievement of profitable business growth, in
particular, with the introduction of Quantum Class Cruise Ships in 2015 (Port of Cork, 2013).

1.1.4. Cruise Industry Requirements for a Home Port

The ports are categorised either as 'home ports' (i.e. the ports where a cruise starts and ends),
or as 'ports of call' (i.e. intermediate stoppages), or as'hybrid ports' (i.e. a mixture of the previous
two categories) (Lekakou et ai, 2009). They provide value to passengers and economic benefits

to local merchants and tour providers (Klein, 2011). The minimum requirement for a region to
enter the cruise market as a home port is deep-water shipping infrastructure and warehouse
space to process passengers and baggage (Braun and Tramell, 2006).
Passenger ports aim to be selected as cruise home-ports, as the ship spends more time in the
terminal acting as income generator (i.e. by increasing the consumption of services and
products by all the involved actors that include the cruise company, vessel, crew, passengers,
etc.) (Lekakou et al., 2009). Manning (2012) cautions that the produce is loaded for the cruise
at the home port; even if the ship is running out of some products, new provisions are seldom
loaded in other ports, as the arrangements are not in place for such provisions.
UNCTAD (2001) has examined the reasons behind the success of Miami as a home port, and
concluded that the five key points towards a successful home port choice include: (1)
outstanding port services and an equally appealing city; (2) modern and efficient airport with
substantial airlift; (3) attractive tourist destinations and itineraries; (4) large population centre;
and (5) drive accessibility to that population. Evidently any variation is minor (in Lekakou et al.,
2009). However, the research conducted by Lekakou et al. (2009) argues that the factors that
are influencing the cruise industry's selection process of a home port could be organised in
twelve categories, based on their importance, as follows: (1) port services to cruise ships; (2)
natural port characteristics (near to cruise itineraries, protection from weather conditions,
etc.); (3) port services to passengers; (4) port infrastructure; (5) attractive touristic areas touristic activities; (6) port services cost; (7) port efficiency; (8) port management; (9) provision
of intermodal transports; (10) political conditions and regulatory framework; (11) city
amenities; and (12) Proximity to markets of cruise passengers.
A cruise home port's attractiveness criteria is compiled in Appendix 2, while Figure 1 presents
the framework of the home port attractiveness from the cruise industry point of view:

Figure 1 Home port - attractiveness framework (in Lekakou et al., 2009)

The availability of an international airport near the cruise port, the provision of a safe and
secure environment for the passengers, and issues relating \A/ith political factors and the
legislative framework (such as cabotage policy), are among the most important influencing
factors (Lekakou et al., 2009).
A crucial element when setting up home-porting activities is the quality of the local transport
infrastructure and its ability to control the flow of large numbers of cruise passengers from the
airport to the port and vice versa (De Monie et al., 1998).
Specific terminals would also be required to cater for boarding (Grammerstorf, 2012; Failte
Ireland, 2012; Robbins, 2006). Despite the importance of becoming a home port, several issues
regarding the relations between ports and the cruise sector have not been thoroughly
examined in the relevant literature. (Lekakou et al., 2009)

L.2. justification for the Research

After graduating from a well renowned University in Romania, with a Diploma of Business
Administration in Tourism, Commerce and Services, the author decided to increase her insight
on the international business. Driven by curiosity and a strong passion for travel, the author
emtarked on a cruise ship for working and travelling the world at the same time.

For the

duration of her four-year career as an employee for the cruise industry, the author had the
chance to visit different cruise destinations and harbours worldwide. Even after resigning to
star a family of her own, the researcher has been following the progress of the cruise industry,
over the last years and has been intrigued by the innovation and massive growth of the
industry, looking in particular to Royal Caribbean Cruise Lines.

During the author's studies at CIT, one of the lecturers at that time. Dr. Angela Wright,
presented a question to the Masters' students: What can be done for the Cork Airport to
increase its business and flight connections? The researcher was intrigued by this question and
has started thinking about possible strategies that would enhance the desirability of the
airport. The author's tourism experience provided herself with a good understanding of the
cruise business. The presence of a cruise port near the airport looked like a great opportunity
to stimulate the activity of both the airport and the harbour, with a possible significant impact
on the whole region, if the port would manage to attract turnaround cruises. The author
decided that the Cruise Tourism in Cork would be an area worthy of further exploration.

Following a review of the literature, the author found that the academic material was scarce
and disperse. There were almost no studies regarding cruise tourism in Ireland. The last study
of the cruise industry to Ireland was commissioned in 2010 by Failte Ireland, and conducted by
Red C Research Ltd; the report was presented in January 2012 (Failte Ireland, 2012). There
were previous studies on the economic benefits of the cruise tourism for the Port of Cork,
conducted at the UCC, by Dr. Richard Moloney The researcher decided to follow a different
path and bring a contribution to the knowledge filling the identified gap. Without a good base
from the academic literature, the only path was exploratory.

10

1.3. Research Aims and Objectives

The current research aims to explore and investigate the Irish Cruise Tourism with a focus on
the Cork region. Also, it looks into the chances for the Port of Cork to become a home port for
the cruise industry and attract turnaround cruises, as the cruise ship expenditure not only
contributes to the immediate port area but also to the economy of the ports' hinterland.
The research objectives are as follows;

•

to identify how the local businesses and stakeholders capitalise on the cruise tourism
market and what challenges they face;

•

to evaluate the custom practice in the region to entice the cruise passengers and staff
off the ship;

•

to explore how the cruise tourists could be persuaded to return to the region as landbased tourists;

•

to identify what strategies could be applied to increase the economic impact on the
destination, ensuring the competitiveness and sustainability of Cork's Cruise Tourism
sector;

•

to recognise the reasons that would determine the cruise industry to increase its cruise
calls to the region and who is responsible for promoting the cruise destination;

•

to evaluate how could the Port of Cork become a home port and formulate suggestions
based on the strengths and weaknesses of the harbour, and external opportunities and
threats faced by the Port.
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1.4. Research Focus and Structure of the Study

The cruise industry presents an active development in recent years and this research focus on
the input of the professionals directly related to the key stakeholders in Cork. The interviews
conducted as part of this research provided the opinions and perceptions of nine people
experienced enough to provide a deep insight and reliable findings. The research study focuses
on how to boost the local economy through cruise business coming to Cork.
The current chapter provides the background of the cruise industry, an overview of the cruise
tourism and the rationale for endeavouring in this research.

Chapter 2 notes the importance of Tourism in Ireland and critiques the existing literature on
the Cruise Tourism topic.

Chapter 3 presents the methodology used for this study. It encompasses the research
foundation and design, from a theoretical perspective and the reasons for selecting the specific
methodological approach. The research journey is presented along the author's views on the
research

methods. The chapter concludes outlining the limitations and the ethical

considerations of this study.

Chapter 4 denotes the main findings from the conducted interviews. The findings are
presenting under pertinent themes related to the research topic.

Finally, Chapter 5 reviews the main findings from the research relating them to the existing
literature, following the same themes as in Chapter 4. It also presents the recommendations
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for practice and conclusions deducted from the current study. The researcher's contribution to
the knowledge is highlighted, and future research topics are proposed.

1.5. Summary

This chapter has presented an introduction to the current research, providing a background of
the study and its importance for the knowledge. The researcher's motives of undertaking the
study, the aims and objectives, are provided along with the research focus. It concludes
presenting the structure of this thesis. The following chapter outlines a review of the existing
literature.
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Chapter 2.

Literature Review

Port communities should receive fair, equitable, and widely disbursed benefits from
cruise tourism (Klein, 2011: p.ll2).

2.0

Introduction

In this chapter, the existing literature is examined from a diversity of sources concerning the
tourism, the cruise tourism and the cruise industry, in an international and Irish context.
Literature related to the cruise tourism impacts on a destination is also reviewed, along other
subjects pertinent to the current research.
The literature review begins with an overview of the Irish tourism.

2.1

Irish Tourism

Tourism is the largest industry in the world and is a central feature of modern society
(Robinson, Heitmann and Dieke, 2011). In the recent years, tourism research is evidencing that
the act of travel and the role of a tourist is complex and laden with sociological discourses
around the reasons why people travel, what they seek and how they remember a tourist space
(Robinson, Heitmann and Dieke, 2011). Tourism is considered a multidisciplinary field (Veal,
1997) and different approaches were taken trying to define it, but there are still research
opportunities available, as no consensus was reached yet (Robinson, Heitmann and Dieke,
2011).
Tourism is a very important sector in the Irish economy and makes a very significant
contribution to regional and national employment, tax revenues, the service export
performance, and overall economic activity in general (JPE, 2011). Tourism is the island of
Ireland's largest indigenous industry; responsible for in excess of 4% of GNP in the Republic of
Ireland and employing approximately 220,000 people (Tourism Ireland, 2016). Expenditure by
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tourists visiting Ireland (including receipts paid to Irish carriers by foreign visitors) was
estimated to be worth €6 billion in 2015, this represents growth of 16%. Combining spending
by international tourists with the money spent by Irish residents taking trips here, total tourism
expenditure in 2015 was estimated to be €7.5 billion (Failte Ireland, 2016). In 2015, the island
welcomed more than 9.3 million overseas visitors to Ireland, delivering revenue of about €4.7
billion (Tourism Ireland, 2016).
Total tourism and travel earnings from overseas travellers to Ireland increased by 18.7%
between Quarter 1 2015 and Quarter 1 2016, increasing from €780 million to €926 million
(CSO, 2016b).

2.2

A Cruise Tourism Overview

Research into the cruise industry has been scarce (Dowling, 2006; Hosany and WItham, 2010)
and is an area of academic research that is underrepresented in the tourism field of studies
(Robinson, Heitmann and Dieke, 2011). Study of the cruise industry is now recognised as a
discipline in its own right and not just as an annotation of the tourism industry (Morgan and
Power, 2011). Although ships have been a means of transportation since early times, the cruise
Industry is young (Goeldner, 2000) and continues to strengthen its global presence (CLIA, 2015;
Cruising.org; Dowling, 2006). Cruise tourism is the tourism based around cruise ships, where
different suppliers and organisations within the cruise industry, such as airlines and tour
operators, work together to provide cruise holidays (Morgan and Power, 2011).
Robbinson (2011) argues that it is important to explain exactly the different terms used in
cruising. According to Morgan and Power (2011: p.276), to cruise means to sail from place to
place for pleasure, calling at a succession of destinations, or to sail, journey or move about by
means of a cruise ship.
A cruise trip is a passage of time spent on

board a cruise ship and at cruise

destinations/port/harbour, where shore excursions take place, organised
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by ship or

independently by passengers (Morgan and Power, 2011). Klein (2011) argues that most
passengers take shore excursions, major money makers for the cruise ships, which holds back
50% or more of what passengers pay onboard for a tour.
Gabe et al. (2006) state that cruise ships visiting different ports require an efficient
infrastructure to process the large number of cruise tourists who embark and disembark (in
Morgan and Power, 2011). According to Morgan and Power (2011), the cruise tourist as a
person who spends at least one, but usually two nights or more on a cruise ship, usually for
leisure purposes.
The cruise ships are at the heart of the industry and represent its core product (Morgan and
Power, 2011). The cruise ships have developed into floating resorts on the sea (Dowling, 2006),
where passengers can enjoy all the facilities and amenities of a holiday resort (Morgan and
Power, 2011; Wood, 2000), without having to leave the ship (Wood, 2000). Jaakson (2004)
argues that a cruise ship is an extreme form of a closed tourist bubble. The term 'tourist
bubble' has the advantages that it does not replicate the overuse of the term environment that
it makes the tourism connotation explicit (Jaakson, 2004).
Cruise tourism's pace of growth and the nature of its product presents many challengers to the
industry and to ports and port communities (Klein (2011). Authors and researchers agree that
cruise sector is fast growing (Dowling, 2006; Dwyer and Forsyth, 1998; Mak, 2004) and
undergoing rapid consolidation (Berger, 2004; Dowling, 2006). it is actually the fastest growing
segment of the tourism industry (Brida and Zapata-Aquirre, 2008; Dickinson and Vladimir,
2008; Dowling, 2006; Mak, 2004).
Growth in term of size is the key development in cruise ships (Dowling, 2006; Klein, 2005;
Morgan and Power, 2011). Many existing ports are either expanding what they have or building
new facilities, sometimes based on assurances from a cruise line (Klein, 2011).
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2.3

The Demand for Cruise Tourism

The demand for cruising has increased 68% between 2004 and 2014 (CLIA, 2016). The fastest
growing region in the cruise industry is Asia, with a passenger volume growth of 34 percent
compound annual growth rate annually between 2012 and 2014 (Faust, 2015; Leppert, 2015).
While Asia continues to grow rapidly, Australia also continues to experience record growth
(Leppert, 2015), with an increase from 158,000 in 2004, to more the 1 million in 2014 (Faust,
2015; Leppert, 2015). In 2014, 11.21 million passengers come from the US, 1.77 million
passengers from Germany, 1.61 million passengers from UK, 1 million passengers from
Australia, 840,000 passengers from Italy, 800,000 passengers from Canada, 700,000 passengers
from China, 590,000 passengers from France, 450,000 passengers from Spain, 180,000
passengers from Norway, and 2.84 million passengers from the rest of the world (CLIA, 2016).
Cruise demand has always been supply-led, starting with the invention of leisure cruising by
passenger shipping lines whose scheduled transatlantic services were losing passengers to the
airlines (Vogel and Oschmann, 2012). It was argued that the supply-side concentration will be
strengthened by the introduction of mega ships (De Monie et ai, 1998).
The supply response to changing market demand is very high and the cruise lines owners can
quickly reallocate their ships in response to changing consumer demand to generate the
highest returns (Mak, 2004). De Monie et al. (1998) argued that the shorter cruise duration
increases the bargaining power of the cruise lines.
Cruise passengers come from around the world, from all segments of the population (Dowling,
2006). Mak (2004) argues that on a cruise, the journey itself may be the largest part of the
vacation experience. Speed is not a major factor in consumers' decision to take a cruise and the
cruise ships is the destination (Mak, 2004; Morgan and Power, 2011).
The cruise has broad appeal among older travellers (Dowling, 2006; Mak, 2004), mainly
retirees (Dowling, 2006). However, the typology of the cruise passenger is changing (Mak,
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2004; Morgan and Power, 2011), and younger travellers are choosing to cruise (Morgan and
Power, 2011).
The fastest growing segment is the family travel (Dowling, 2006; Mak, 2004; Morgan and
Power, 2011). Cruise ships are diversifying to meet the needs of an increasing market and
varied customer base (Dowling, 2006) and are no longer the preserve of the wealthy and elite
(Robinson, Heitmann and Dieke, 2011). Individual markets (routes) are very competitive (Mak,
2004). Safety issues also require scrutiny, especially as the ships become larger and are visiting
relatively remote areas (Dowling, 2006).

2.4

Cruise Industry Trends Outlook - 2016

Cindy D'Aoust, CLIA's Acting CEO says that "in an effort to make cruising the best overall
vacation experience available, the industry is continuing to evolve to ensure there truly is a
cruise for every travel style and budget, by creating unique ships, new experiences and access
to destinations around the world, the evolution, appeal and value of cruise travel continues to
drive the overall growth of the industry" (in Leppert, 2015).
Vogel and Oschmann (2012), acknowledge that cruise lines tend to listen very carefully to what
their actual and potential passengers say, trying to extract information about what their
expectations, motives and needs (Vogel and Oschmann, 2012).
In a recent report, CLIA outlines a series of trends in the cruise industry for 2016 (CLIA, 2016;
Faust, 2015; Leppert, 2015). River cruising continues to grow, with a double digit increase of
new ships in 2016 (Faust, 2015), from 150 ships in 2015 to 168 ships in 2016 (CLIA, 2016). The
desire for luxury travel continue to rise on cruise ships (CLIA, 2016), with more lines adding
concierge services, exclusive tours, gourmet dining and butler services (Faust, 2015; Leppert,
2015) and yachting experiences (Leppert, 2015).
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While cruise ships were once considered a mode of transportation to get to a desired
destination (Leppert, 2015), today ships are considered the destinations (Berger, 2004;
Dowling, 2006; Mak, 2004; Morgan and Power, 2011), with unprecedented onboard
experiences and amenities - from Broadway productions and designer shops to zip lining, golf
and bumper cars (CLIA, 2016, Leppert, 2015).
Cruise lines are partnering with big brands to leverage cross-promotional opportunities (CLIA,
2016; Leppert, 2015), to appeal to new cruise travellers (Leppert,2015). Connectivity and
cruising is an important trend, as the cruise industry has made consumer's desire to stay
connected while traveling a priority (CLIA, 2016; Leppert, 2015) and most of today's cruises
offers a myriad of Wi-Fi, onboard texting and data options (Leppert, 2015). Overnight stays at
port of calls are increasing (CLIA, 2016), allowing passengers to immerse themselves in the
destinations (Faust, 2015; Leppert, 2015). Cruise ships are culturally customized and designated
to appeal to passengers' cultures (CLIA, 2016), from shopping and dining preferences, vessels
are being outfitted to serve guests (Leppert, 2015), as well as pay homage to ports of calls
(CLIA, 2016; Leppert, 2015).
Intergenerational cruising is increasing in popularity (Leppert, 2015), as cruise amenities are
designed to satisfy every age from tween to seniors (CLIA, 2016), with grandparents and
extended family taking cruises together or having reunions (Faust, 2015), as cruises provide the
togetherness (and the independence) that makes intergenerational family travel a success
(Leppert, 2015).
Another interesting new trend is the cruise 'volunteerism' or 'voluntourism' cruises, where
passengers have the opportunity to make a difference in a port they visit, option that will
become more available in 2016 (CLIA, 2016; Faust, 2015; Leppert, 2015), with several ships
including excursions to help areas of need around the world (Leppert, 2015).
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2.5

Cruises compared to land-based vacations

The cruise passengers get transportation combined with an all-inclusive resort experience
(Goeldner, Richie and McIntosh, 2000). A significant advantage of the cruise industry over the
lodging industry (Mak, 2004) is that cruise ships are mobile (Klein, 2011) and can be moved
from one route to another (Mak, 2004). The climate is a major determining factor in ship
destination deployment and relocation (Dowling, 2006).
The cruises offer considerable value for money (Berger, 2004). The cruise lines can offer
elaborate dining (Dowling, 2006) because of economies of scale and because little waste occurs
(Berger, 2004). On some luxury cruise ships, so much entertainment and activity is available
onboard, plus food around the clock, that some passengers never leave their ship during the
trip (Berger, 2004; Mak, 2004; Robinson, Heitmann and Dieke, 2011).
The experience of being on a ship is highly valued by many people (Berger, 2004). Cruises
provide more opportunities for social interaction (Berger, 2004) and are perceived as being
more relaxing (Mak, 2004). Goeldner (2000) argued that no other vacation category can touch
a cruise for product satisfaction and repeat business, while Berger (2004) states that a couple
on the cruise will eat much better that a couple on land.

2.6

Cruise tourism impacts

The cruise industry impacts both positively and negatively on the economic, sociocultural and
natural environments (Dowling, 2006; Grams, 2002). There are debates about the economics of
cruise tourism, the value of the cruise passenger spending and cost associated with
infrastructure required to host ships, including cruise terminals that can cost $100 million or
more and about the impact of cruise tourism on local culture and society (Klein, 2011). It
appears on surface to be a perfect arrangement, that everyone benefits, but on closer
inspection there are issues (Klein, 2011).
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Cruise tourism can make a significant contribution to a destination's economy (Brida and
Zapata-Aquirre, 2008; Dowling, 2006; London, 2010a). There are numerous examples of
communities, regions and even nations that have been rejuvenated economically, with the
resultant social benefits of greater employment, better services, improved health and
improved standards of living (Grams, 2002). On the other hand, Atherley (2003) outlines that
cruise tourism also represents a threat to land-based tourism investments, bringing negative
impact on a ports of call economy (Atherley, 2003), and negative economic consequences that
result from tourism developments (Grams, 2002).
Furthermore, cruise tourism can also bring negative impact on a destination, for example,
environmental pollution (Butt, 2007), and endanger fragile marine ecosystems (Robinson,
Heitmann and Dieke, 2011), or to the sociocultural environment (Robinson, Heitmann and
Dieke, 2011). Environmental issues facing the cruise industry are many and complex, especially
as cruises visit major conservation areas of the world (Dowling, 2006).
According to Paige (1998), the cruise industry is dedicated to the five R's - Reduce, Reuse,
Research, Re-educate and Recycle (in Dowling, 2006). Although cruise ships have reduced their
volume of solid waste, the total amount is still significant (Klein, 2011). Destinations with weak
regulatory regimes are prone to environmental and security risk and those who do not
understand cruise are likely to offer an inhospitable or disinterested port experience for cruise
passengers (London, 2010a).
The practice of security and safety has increased, as the rise of global acts of terrorism
combined with the growth of the cruise industry (Dowling, 2006). While almost every
destination is impacted in some way by the threats of a pandemic, terrorism and weakness to
infrastructure, they are exacerbated for less developed and remote cruise destinations where
the loss of any scheduled port calls can have a more profound effect and destroy the
destination's cruise industry (London, 2010a). The two most important aspects of cruise safety
are guarding against accidents (e.g., ship flooding or fire) and direct threats (e.g., hijacking or
terrorism) (Dowling, 2006).
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Passengers onboard cruise ships interact with local communities and create both beneficial and
adverse impacts (Dowling, 2006). The areas of concern, such as environment, economic
benefits, and maintain cultural integrity are embedded in the concept of 'sustainable tourism'
(Klein, 2011). Cruise industry does not function as a 'marketing tool' for local destinations and
countries and cruise tourists will return as cruise tourists (Larsen and Wolff, 2016).

2.6.1. Economic Impact and Distribution of Benefits

The economic influence of tourism is both pervasive and seductive (Grams, 2002). The arrival
of cruise ships and their passenger is typically expected to stimulate economic activity
(Manning, 2006). Port destinations can reap substantial benefits from the arrival of cruise
ships, but where mistakes occur, they can result in the cruise ships staying away and a loss of
these benefits (London, 2010a).
Benefits can be interpreted as the net gain in revenues, along with benefits to host country
consumers, less the cost of making the goods and services purchased with the expenditure
available, including non-cash expenses, such as environmental costs (Dwyer and Forsyth, 1998).
Economic benefits to a region are derived from five sources: 1) spending by cruise passengers
and crew members (Douglas and Douglas, 2004); 2) the shoreside staffing by the cruise lines for
their headquarters, marketing and tour operations (Brida and Zapata-Aquirre, 2008); 3)
expenditure by the cruise lines for goods and services necessary for cruise operations (Braun
and Tramell, 2006); 4) spending by the cruise lines for port services (Brida and Zapata-Aquirre,
2010); and 5) expenditures by cruise lines for the maintenance (Dowling, 2006). Therefore, the
economic resulting from the cruise sector for port destinations can be significant (Brida and
Zapata-Aquirre, 2008; Dowling, 2006; London, 2010a).
Local government benefits from the tax revenues generated from the activities associated with
ships and ports (direct) and from sales and other related taxes generated by passenger spend
(indirect) (London, 2010a).
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It is important for destinations that host cruise ships to be able to determine how much income
they can expect from a single visit (Douglas and Douglas, 2004). While some stakeholders may
benefit, others may not (Klein, 2011). The industries which are most likely to benefit from the
visitor activities are: transportation (taxis, buses, automobile, boat rentals), tour operators
(including organizers, guides), selected attractions (mainly those marketed as part of tours or
shore activities by the tour staff on the ship), shops (mainly those located close to the dock, or
marketed directly by the ship activities staff - paid advertisement through shopping
arrangements (e.g., spices, art, clothing)) (Manning, 2006).
Cruise lines are the most benefited with the activity, as most land-based activities are sold
onboard by themselves (Brida and Zapata-Aquirre, 2008). A major source of onboard revenue is
derived from onshore activities, particularly from shore excursions and port shopping
programmes (Klein, 2006).
While there may be some advantages to other sectors, in most locations other types of shops
may not see significant gains (Manning, 2006). Restaurants (unless part of tours may get little
custom as tourists return to the ship to eat food they have already paid for), liquor stores may
sell little, as most ships do not permit purchases for consumption on board (bottles are taken
from the passengers and stored until the disembark at their home port), general merchandise while some acquisition of general items may occur (snack, toiletries, hats, film, forgotten
items), but it is unlikely to be significant, casinos - while some passengers may visit an onshore
casino in ports where these exist, most ships have their own casinos, and this will substantially
reduce attendance (Manning, 2006).
Manning (2006) accepts there will be some spin-off effects from tourist spending for some
destinations, as the investment stimulated by cruise and other visitors can help to create
critical mass for some services - those with a tourist focus, enhancing such elements as public
safety, range of shops and availability of health services. However, the increasing demand that
results from tourist visiting and area usually leads to an increase in prices for goods and
services, which can impose economic hardship on host communities (Grams, 2002).
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2.6.2.

Passengers and Crew Spending Patterns

According to Chesworth (2006) 'the main enticement to encourage ports to accommodate
ships, passengers and crew is the amount of money passengers spend ashore' (in Morgan and
Power, 2011: p.284). The port is a point of economic generation for its region and hinterland
for which it has a particular responsibility (Robbins, 2006).
Expenditure by cruise ship passengers in ports of call is influenced by a variety of factors
(Douglas and Douglas, 2004). Visitors from ships can have a considerable economic impact on a
port's city and surrounding communities (Morgan and Power, 2011). On the contrary, Larsen et
al. (2013) acknowledges that cruise passengers' contributions to local economies are fairly
unimportant. Klein (2005) believes that the land time allowed for passengers onshore limits
their opportunities to spend money at a destination they visit, while Larsen et al. (2013) views
this limitation as an encouragement for tourists to spend their money onboard. Douglas and
Douglas (2004) notes that the best and most reliable source of income for the local community
is through the direct payment the cruise company pays to a local council or similar body.
Grams (2002) argues that large cruise ships are self-contained and even if large numbers of
tourists may go ashore to visit a small community, little money are spent on food,
accommodation and transports. The ship as a tourist bubble is secure, comfortable, and tightly
controlled (Jaackson, 2004).
The weather strongly influences spending patterns in each port, especially when tendering
(Douglas and Douglas, 2004). Tendering in a port is unpopular all round with operators, guests
and staff, being seen as inconvenient, and cruise liners prefer to get a fixed berth in advance
(Grammerstorf, 2012; Failte Ireland, 2012; Kosciolek, n.d.). Where the ship must lie at anchor
and tenders run a shuttle service, the majority of the tourists may choose not to go ashore at
all (Douglas and Douglas, 2004). Manning (2012) acknowledges that where a ship has to use
tenders, to take passengers ashore, or docks some distance from a town or commercial centre,
there may be little opportunity to shop or interact with locals, unless this is provided on a tour
leaving from the dockside (p.51). Operators are only inclined to tender if there is a compelling
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reason to stop or if guests are of a younger profile, as it can be very inconvenient if passengers
have mobility issues (Failte Ireland, 2012; Kosciolek, n.d).
The cruise passengers' expenditures are lower than the expenditure of other tourists {Larsen et
ai, 2013). Klein (2011) argues that the cruise passengers spend less than half as much per day
as land-based visitors, while Larsen and Wolff (2016) found that cruise tourists did not spend
more when opportunities arose.
If passengers are unhappy they will blame the shore excursion provider, unaware of the cruise
line's cut which can exceed 50% (Klein, 2011). Although the tours are expensive, convenience in
an unfamiliar environment is a strong motivation for passengers to choose buying onboard the
onshore experiences (Douglas and Douglas, 2004). While the cruise ship walks away with its
cut, the shore excursions providers must provide a quality product that pleases the passengers
and the cruise line while still retain a small profit (Klein, 2011).

Repeat cruisers are familiar

with the ports and opportunities and therefore usually prefer to make their own arrangements
as soon as they go ashore, as do experienced tourists who are more quickly comfortable in a
new location (Douglas and Douglas, 2004).
Often those taking longer tours or going diving, fishing, rafting, hiking, riding, visiting distant
attractions etc. will have nearly no opportunity to spend money in the destination, rushing past
the dockside vendors to board a bus and hurrying on return to make the ship's departure time
(Manning, 2012, p.51), Douglas and Douglas (2004) argues that the ship will delay its departure
time if necessary for groups on the ship's shore excursions, but not for individual late-comers,
who must meet their own costs to re-join the ship in the next port.
The crew members do spend money although most have only a few hours ashore, they hire
taxis, travel on buses, go to restaurants and bars, shopping for personal supplies and purchases
activities if time permits (Douglas and Douglas, 2004). Crew spend is a significant additional
benefit from cruise ship calls (Robbins, 2006).
Hilliard (2014), acknowledges that on average, a single passenger will spend €100 per visit in a
port of call. Similarly, CLIA estimates that passengers were spending in a port an average of
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$127 in 2014 (CLIA, 2016). In 2010, expenditures at the Port of Cork were evaluated at €68 for
each passenger and crew (Failte Ireland, 2012).
BREA 2007 has estimated that, when at the home port, a cruise passenger spends six to seven
times more money than what he spends at a port-of-call, whereas every one million Euros in
expenditures by the cruise industry creates 2,3 € million in business output and 22 jobs (in
Lekakou et aL, 2009).

2.6.3. Negative Economic Impacts of the Cruise Tourism

Some earlier analyses of the economic impact of cruise tourism assume that the economic
impact equates to benefits, but Dwyer and Forsyth (1998) argues that the two concepts are
clearly distinguished. It is even possible for additional expenditure to generate increased
economic activity, but for there to be a net cost to the economy, not a net benefit, as the
increased spending led to an even greater increase in costs (for example, in infrastructure)
(Dwyer and Forsyth, 1998).
The potential benefits seem significant, but the issue facing port communities is whether this
can justify the costs of building, maintaining and operating the infrastructure (Braun and
Tramell, 2006; Brida and Zapata-Aquirre, 2008). The financial burden for construction and
maintenance of these cruise facilities is often on local governments that may or may not
recoup their investment (Klein, 2011).
Grams (2002) argues that one of the most common economic impacts of tourism development
in local communities is that of the price of inflation (Grams, 2002). Many service shops will
close In the off season, depriving locals of both access to services and increase unemployment
(Manning, 2006). The following diagram describes the flow of hazard impact through the
tourism sector to the destination country's bottom line, its GDP (London, 2010a):
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Figure 2 Flow of risk impact on tourism (London, 2010a: p.l3).

Robbins (2006) argue that cruise shipping is a valuable source of supplementary income for
ports, but is not the core business and cannot become the primary economic driver of a port
(Robbins, 2006). Given terms of the loans, agreed passengers' taxes, and maintenance costs,
the port is likely to end up subsidising the construction project (Klein, 2011).
Klein (2011) argues that cruise corporations are building and operationg their own cruise
terminals, an increasing common arrangement that avoids the burden on the Port and region.
Lessons can be learned as a result of the mismanagement of risks and solutions can be
implemented (London, 2010a).
The economic risks are evaluated and factored into cruise lines' decisions as to whether to send
their ships and passengers to any given destination (London, 2010b). This risks and presented
as falling into five distinc categories of phases of a sector life-cycle; 1) product development
(attracting

passengers

and

ships);

2)

infrastructure development

(cruise

operations,

infrastructure and the regulatory environment); 3) distribution (moving, serving and assisting
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passengers onshore); 4) use and consumption (the onshore experiences); and 5) disposal (what
the cruise passengers leave behind) (London, 2010b). A cruise sector life-cycle is presented in
Appendix 3.
Many ports have a love hate relation with the cruise industry (Klein, 2006). Cruise operations
are not particularly profitable for ports due to the seasonal nature of demand, marketing in this
high competitive industry, and also, because cruise operations are infrequent, complex
activities, and disproportionately heavy on management time (Manning, 2006; Robbins, 2006;
Stynes, 1999). They feel forced to make investments, but at the same time are pressured to
keep cruise passenger head taxes as low as possible (Klein, 2011).
Braun and Tramell (2006) argues that a port region must assess the potential impact based on
expected fleet size, passenger capacity, length of cruise itinerary, a ship's flag, a port's
attractiveness as port of call and the overall size of the home-port's industry cluster. The cruise
lines are able to play ports to go out of their way to attract or keep them (Klein, 2005).
London (2010a) suggests that the ports should rely on the experience of other destinations for
identifications of risks which are equivalent to the area, or which may not as yet beset the area,
but are likely to as the cruise sector continues to grow. One might even speculate whether the
establishment of 'cruising habits' among tourists might decrease the likelihood that they will
return as land tourists to a visited destination compared to tourists who never been to that
destination (Larsen and Wolff, 2016).

2.7 Summary

This chapter has presented a critique of the literature, providing an overall view of the cruise
tourism nationally and internationally, along the impacts it generates on other sectors. The
next section aims to highlight the methodology of the current investigation from a theoretical
point of view, along the researcher's reasons for employing it in the design of the study.
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Chapter 3.

Methodology and Design of the Study

Research begins with curiosity about the world (Auerbach and Silverstein, 2003: p.3).

3.0

Introduction

This chapter presents the methodological process used to answer the research questions about
Cruise Tourism in the Cork region, exploring the potential of Cork Harbour to reach a home port
status, and the mindset of the stakeholders regarding the topic as outlined in Chapter 1.
The section compounds the theory of methodology and the researcher's reflection on the
research journey, presented from a theoretical, practical and applied perspective. The
methodological foundation, the choice and the design of methodologies are highlighted, as
well as the approach to collecting and analysing the data of the primary and secondary
research. The chapter concludes with the reliability and validity of the study, some ethical
consideration and the limitations of the research.

3.1

Methodological Foundation of the Research

The overall approach to the entire process of the research study is known as the methodology
(Collins and Hussey, 2009). Research methodology springs, to some extent, from the way we
see the world, as well as the subject area in which we are working and the particular research
area and questions on which we are working (Wisker, 2008: p.65). It is a systematic and
theoretical approach to the research process.
The methodology is encompassing a body of methods for collecting and analysing the data, or
both (Collis and Hussey, 2009). It is the rationale supporting the choice of methods, and it is
based on a researcher's worldview (Wisker, 2008: p.68). The methodology is the general
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research strategy, outlining the way the study will be conducted, and identifying the methods
to be used in it, such as paradigm, theoretical model, phases and quantitative or qualitative
techniques.
Methods are the vehicles and processes used to gather the data (Wisker, 2008; p.67). The
words 'methodology' and 'methods' are not interchangeable, yet researchers use them
interchangeably or in way that are confusing to the reading audience (Smith-Jackson et al.,
2014, p.l7).

3.1.1

Research Philosophy and Paradigm

There are three primary ways of thinking about research philosophy: epistemology, ontology
and axiology (Saunders, Lewis and Thornhill, 2007). An epistemological issue concerns the
question of what is, or should be, regarded as acceptable knowledge in a discipline (Bryman
and Bell, 2007: p.l6). The ontological assumption is concerned with the nature of reality (Collis
and Hussey, 2009: p.59). Axiology is a branch of philosophy that studies judgements about
values (Saunders, Lewis and Thornhill, 2012).
The starting point in research design is to determine the research paradigm (Collins and
Hussey, 2009), since from that, flows the design and methods used, the data analysis and its
validity and reliability (Wisker, 2009: p.69). A research paradigm is a philosophical framework
that guides how research should be conducted, based on people's philosophies and their
assumptions about the world and the nature of knowledge (Collis and Hussey, 2009: p.55). The
main

'isms' of social

science research are positivism, interpretivism, constructivism,

structuralism, poststructuralism, postmodernism (Wisker, 2009).
Some people believe that the world is essentially knowable, that it consists of knowable facts,
and that, if we ask the right questions in the right way, use the proper research methods, carry
out the right kind of experiments and processes, we will discover this facts or truths (Wisker,
2008: p.65). This philosophy is called positivism, and it is a paradigm that originated in the
natural science (Bryman and Bell, 2007; Collis and Hussey, 2009: p.56; Wisker, 2008). The
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research involves a deductive process with a view to providing explanatory theories to
understand social phenomena (Collis and Hussey, 2009: p.56) and it is more likely to use
quantitative methods (Wisker, 2008). The role of the researcher is to test theories and to
provide material for the development of laws (Bryman and Bell, 2007: p.l6).
Other people believe that the world is essentially indefinable, interpreted, shifting in meaning
based on who, when and why anyone carries out and adds the meaning (Wisker, 2008: p.66).
This philosophy Is the postpositivistic paradigm. Some authors refer to It as interpretivism, a
contrasting epistemology to positivism (Bryman and Bell, 2007). Such research is more likely to
be inductive and to be using qualitative methods, and all data collected will need to be
Interpreted in context (Wisker, 2008).
The researcher assumes an interpretative position for the purpose of this study. The researcher
questions whether organisations exist in any real sense beyond the conceptions of social
actors; so understanding must be based on the experiences of those who work within them
(Bryman and Bell, 2007: p.26).

3.1.2

Research Approach

The deductive theory represents the commonest view of the nature of the relationship
between theory and research (Bryman and Bell, 2007: p.ll). Deductive research describes a
study in which conceptual and theoretical structure is developed which is then tested by
empirical observations (Collis and Hussey, 2009:8). In order to be able to generalise, it is
necessary to select the sample carefully and for it to be of sufficient size (Saunders, Lewis and
Thornhill, 2012).
In an inductive stance, the theory is the outcome of the research and involves drawing
generalizable inferences out of observation (Bryman and Bell, 2007: p.l4), presented in Figure
3. General inferences are induced from particular instances (Collis and Hussey, 2009: p.8), and
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the study of a small sample of subjects might be more appropriate (Saunders, Lewis and
Thornhill, 2012).
Deduction

Induction

Theory ^ Observations/Findings

Observations/Findings

Theory

Figure 3 Deduction vs. Induction process (adapted from Bryman and Bell, 2007: p.l4)

Inductive researchers often use a grounded theory approach to the analysis of data and to the
generation of theory (Bryman and Bell, 2007; p.l4). Many varieties of qualitative research
commence with an inductive approach, where a naturalistic and emergent research is used to
develop a richer theoretical perspective that already exists in the literature (Saunders, Lewis
and Thornhill, 2012: p.l63).
To answer the research questions outlined in Chapter 1, an inductive approach is used in this
current study.

3.2

Research Design

The research design is the general plan of how the researcher will go about answering the
research question(s) (Saunders, Lewis and Thornhill, 2012), and provides a framework for the
collection and analysis of data (Bryman and Bell, 2007: p.40). It also discusses ethical issues and
the constraints the researcher will inevitably encounter, such as access to data, time, location
and money (Saunders, Lewis and Thornhill, 2012).

32

3.2.1

Research Choice: Qualitative Methods

When choosing the research methods, the researcher will use either a single data collection
technique and corresponding analysis procedures (mono method) or use more than one data
collection technique and analysis procedures to answer the research question (multiple
methods) (Saunders, Lewis and Thornhill, 2007). If the researcher chooses to use a mono
method, then the researcher will combine a single quantitative data collection technique, such
as questionnaires, with quantitative data analysis procedures; or a single qualitative data
collection technique, such as in-depth interviews, with qualitative data analysis procedures
(Saunders, Lewis and Thornhill, 2007: p.l45). Tashakkori and Teddlie (2003) outline that the
term 'multi-methods' refers to those combinations where more than one data collection
technique is used with associated anaiysis techniques, but this is restricted within either a
quantitative or qualitative world view (cited in Saunders, Lewis and Thornhill, 2007: p.l45). In
mixed methods research both quantitative and qualitative research are combined in a study
design (Saunders, Lewis and Thornhill, 2012).
Quantitative research examines relationships between variables, which are measured
numerically and analysed using a range of statistical techniques (Saunders, Lewis and Thornhill,
2012: p.l62). The term 'quantitative' is used predominantly as a synonym for any data
collection technique (such as a questionnaire) or data analysis procedure (such as graphs or
statistics) that generates or uses numerical data (Saunders, Lewis and Thornhill, 2007).
The term 'qualitative' is used to describe research methods and techniques which use, and give
rise to, qualitative rather than quantitative information (Veal, 1997). Qualitative research
studies participants' meanings and the relationship between them, using a variety of data
collection techniques (such as an interview) and analytical procedures (such as categorising
data), to develop a conceptual framework (Saunders, Lewis and Thornhill, 2012: p.l63), as
hypothesis formation evolves as the research progress (Saunders, Lewis and Thornhill, 2007;
Veal, 1997). In general, the qualitative approach tends to collect a great deal of 'rich'
information about relatively few people rather than more limited information about a large
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number of individuals (Veal, 1997) and generates or use non-numerical data (Saunders, Lewis
and Thornhill, 2007).
For the purpose of this study, a qualitative mono method was used to answer the research
questions outlined in Chapter 1. This qualitative method was used for pragmatic reasons, as
quantitative research was not possible. This current research is based on the belief that the
people personally Involved in a given situation are best to analyse and describe their
experience or feelings in their own words. The researcher preferred a more flexible approach
to overall research design and conduct of the study.

3.2.2

Research Nature: Exploratory

The nature of the research could be exploratory, descriptive, explanatory, or a combination of
these.
An exploratory study is a valuable means to ask open questions and discover what is happening
and gain insights about a topic of interest (Saunders, Lewis and Thornhill, 2012). There are
three principal ways of conducting exploratory research: a search of the literature, interviewing
'experts' in the subject, or conducting focus group interviews (Saunders, Lewis and Thornhill,
2007: p.l33). The object of descriptive research is to gain accurate profile of events, persons or
situations, while the explanatory research establishes causal relationships between variables
(Saunders, Lewis and Thornhill, 2012: p.171-172).
The research journey started with a broad focus that became narrower as the study
progressed. The research questions and objectives were refined during the actual study. The
researcher was concerned with gaining insights into the topic of interest, trying to clarify what
is happening in the Cork Harbour and the region, and understand how Cork Harbour could
reach the status of a home port. The researcher conducted a search of the literature and chose
to carry out semi-structured interviews with experts in the subject, to gain insight into the topic
of interest, in line with the exploratory study.
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3.2.3

Research Strategies: Grounded Theory

Saunders, Lewis and Thornhill (2012) define the research strategy as a plan of how a researcher
will answer the research questions. Denzin and Lincoln (2005) acknowledge that research
strategy is the methodological design between philosophy and subsequent choice of methods
to collect and analyse data (cited in Saunders, Lewis and Thornhill, 2012: p.l73).
Grounded theory is a methodology in which a systematic set of procedures is used to develop
an inductively derived theory about phenomena (Collis and Hussey, 2009: p.l57). Saunders et
al. (2007) argue that the data collection starts without the formation of an initial theoretical
framework and that theory is developed from data generated by a series of observations
(p.142).
The researcher decided that grounded theory is the right research strategy to build a reliable
theory about the phenomena under investigation, to answer the research questions and
objectives of this study. No other studies were conducted before in the area on the chosen
topic, and the author's intentions are to arrive at prescriptions and policy recommendations.

3.3

Secondary research

Collis and Hussey (2009: p.73) contend that secondary data are data collected from an existing
source, such as publications, databases and internal records, and may be available in hard copy
form or on the internet. Sources of secondary data include books, reports and government
statistics, and many sources of information available online.
A scan of appropriate desk research sources may not produce an answer to the problems, but it
is extremely useful as a familiarization process and in generating ideas that will help to
formulate and refine any subsequent collation of data (Crouch, 2003: p.l9). While secondary
sources may initially seem relevant to the research problem, the researcher must evaluate each
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source carefully to ensure that the data presented is in fact suitable to the research which is
being conducted (Saunders, Lewis and Thornhill, 2012).
For the secondary research, the author has conducted a review of relevant academic literature,
irdustry sources in the form of reports and other collaterals, news and other web-based
irformation, previous published studies.

3.4

Primary Research

Primary data is defined as data or infor mation collected first-hand by the researcher to solve
the particular problem, by observing phenomena or surveying people of interest. The collection
of primary data takes longer, is more expensive and complicated process than the collection of
secondary data.

3.4.1

Research Instrument: Semi-structured Interviews

Interviews are a method of collecting primary data for the research, in which a sample of
participants are asked questions to find out what they think, do or feel (Collis and Hussey,
2009). Also, interviews can be used to help refine ideas, where the researchers have not yet
formulated a research question and objectives (Saunders, Lewis and Thornhill, 2012).
Under an interpretative paradigm, interviews are concerned with exploring data on
understanding, opinion, what people remember doing, attitudes, feelings and the like, that
people have in common, while under a positivist paradigm, interviews are structured, which
means the questions are planned in advance (Collis and Hussey, 2009).
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The interviews can be face-to-face, online or telephone interviews and the data collected are
usually qualitative. Interviews are categorised based on the level of structure and formality, as
structured interviews, semi-structured interviews or unstructured (in-depth) interviews.
Structured interviews use questionnaires based on a predetermined and 'standardised' or
identical set of questions (Saunders, Lewis and Thornhill, 2012). The questions have to be asked
in the same order, wording and tone of the voice, to ensure the reliability and validity (Bryman
and Bell, 2007). This type of interview is also named 'quantitative research interviews'
(Saunders, Lewis and Thornhill, 2012) and is supposed to generate answers that can be coded
and processed quickly (Bryman and Bell, 2007).
In semi-structured interviews the researcher has a list of themes and possibly some key
questions to be covered, although their use may vary from interview to interview (Saunders,
Lewis and Thornhill, 2012). The approach tends to be less structured, with a greater interest in
the interviewee's point of view and going off on tangents is often encouraged, as it gives insight
into what the interviewee sees as relevant and meaningful (Bryman and Bell, 2007).
Unstructured or in-depth interviews are informal (Saunders, Lewis and Thornhill, 2012) and
involve relatively small numbers of individuals being interviewed at length, possibly on more
than one occasion, and relatively large amounts of information are collected from them (Veal,
1997). The interviewee is given the opportunity to talk freely about events, behaviour and
beliefs about the topic area (Saunders, Lewis and Thornhill, 2012). Unstructured interviews are
very time-consuming, and there may be problems with recording they questions and answers,
controlling the range of topics and analysing the data (Collis and Hussey, 2009).
After an intense study of the research methodology, areas of interest and based on the
identified gaps in the literature, the author has chosen to conduct face-to-face semi-structured
interviews. This was the instrument deemed to answer best the research questions and
objectives outlined in Chapter 1, as the researcher was undertaking an exploratory study. The
advantage of semi-structured interviews is that they allow the researcher to uncover not only
the 'what' is happening and 'how' it is happening but more importantly they explore 'wh/ it is
happening (Saunders et al., 2003).
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The researcher was interested in the attitudes and opinions of the interviewees concerning the
proposed themes. Another reason for choosing to conduct this type of interviews is that the
researcher was hoping for the discussion to lead into areas that were not previously
considered, but which might be significant for the understanding of the research questions and
objectives.
The researcher took into consideration both advantages and disadvantages of this technique
and made a compromise. Face-to-face interviews offer the riches data regarding the body
language and non-verbal communication, as well as what is actually said. A second advantage
was that it provides the researcher with the chance to touch base with professionals in the
area. The participants were very generous with their time and knowledge and the researcher is
very grateful to each of them. Table 1 presents the list of the participants and the date of each
interview conducted as part of this research:
Company

Name
Stephen Ryan

Position

Fota Wildlife Park

Head of Marketing

(present RedFM)

Evelyn O'Sullivan

Cork Convention Bureau

John Forde

Cork County Council

Sara Mackeown

Port of Cork

Kevin Cullinane

Cork Airport

Fiona Buckley

Failte Ireland

Andrew Roche

Irish Rail

Hendrick Verwey

Cobh Tourism

Lorraine Grainger

Cork County Council

Business Development
Manager
Senior Executive Officer
Commercial Marketing
Executive
Head of Communications
Head of Strategic
Development and Futures
Business Development
Manager

Interview date

May 24'^ 2016
May 30'^ 2016
June 1^ 2016
June 2"^ 2016
June 7'^ 2016
June lr^ 2016
June 17^^ 2016

Chairman

June 21^ 2016

Cruise Tourism Consultant

June 22"^ 2016

Table 1 The participants and date of conducted interviews

Most of the interviews were easy to arrange, but some had to be rescheduled due to the busy
agenda of the interviewees. It took time and money, as there was travelling involved in
meeting the respondents.
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3.4.1.1

The interview Guide

After the researcher had taken the decision of conducting interviews, the next step was to
create the interview guide. An interview guide is much less specific than the notion of a
structured interview schedule (Bryman and Bell, 2007). The researcher has chosen ten openended questions for the interview guide, based on the research topic (Appendix 6). These
questions were used as a starting point for the discussion with all the interviewees, but the
format allowed the researcher to explore interesting areas in more detail. There was an
eleventh question added at the end of each meeting, for the researcher to obtain referrals to
further participants, as the snowball method was used to access the relevant population.
The order of the questions was fixed, and the researcher asked additional questions during
some of the interviews, depending on the nature and flow of the conversation. These questions
were used to focus the discussion or obtain new pieces of information, based on what the
interviewee was communicating at the moment, either extending an idea that was being
formulated by the participant. According to Bryman and Bell, (2007: p. 482) the interview guide
enhances dependability and "allows the interviewer to glean the ways in which research
participants view their social world".

3.4.1.2

Research population and sampling techniques: Snowball Sampling

A population is a body of people or collection of items under consideration for statistical
purposes (Collis and Hussey, 2009: p.209). In sampling, the term 'population' is not used in its
normal sense, as the full set of cases need not necessarily be people (Saunders, Lewis and
Thornhill, 2012: p.260). It is the universe of units from which the sample is to be selected
(Bryman and Bell, 2007: p.l82), as it would be impractical to collect data from the entire
population (Saunders, Lewis and Thornhill, 2012).
A sample is an unbiased subset that represents the population (Collis and Hussey, 2009). The
method of selection may be based on probability or a non-probability approach (Bryman and
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Bell, 2007: p.l82), and the choice is influenced by many factors, including the purpose of the
study, population size, the risk of selecting a 'bad'" sample, and the allowable sampling error
(Israel, 2009).
Using a random sampling technique was disregarded by the researcher, because of the novelty
of the current research. For this present study, the total population was unknown, and
constructing a sampling frame was not deemed feasible.
A convenience sample of professionals was proposed and selected from the research
supervisor's connections and snowballing was suggested as a sampling method. As Bryman and
Bell (2007) acknowledge, 'snowball sampling is sometimes used to contact groups of people for
whom there is no sampling frame' (p. 499). Snowballing is a non-probability sampling
technique that works like a chain referral. It is an 'informal' method to reach a target
population, and is used most frequently to conduct qualitative research, primarily through
interviews (Atkinson and Flint, 2001; Bryman and Bell, 2007). There is a much better 'fit'
between snowball sampling and the theoretical sampling strategy of qualitative research than
with the statistical sampling approach of quantitative research (Bryman and Bell, 2007: p.200).

Snowball sampling or networking is associated with interpretivism studies where it is essential
to include people with experience of the phenomenon being studied in the sample (Collis and
Hussey, 2009).

With this approach to sampling, the researcher makes initial contact with a

small group of people who are relevant to the research topic (Bryman and Bell, 2007), and who
are then used to refer the researcher on to other interviewees (Atkinson and Flint, 2001).

Snowball sampling has advanced as a technique, and contradicts many of the assumptions
underpinning conventional notions of sampling (Atkinson and Flint, 2001), but has many
advantages for sampling populations such as the elites and more impenetrable social
groupings, that are difficult to sample when using other sampling methods. It is a cheap
process, simple and cost-efficient, that needs a little planning and fewer workforce compared
to other sampling techniques.
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The snowball technique has some disadvantages as the researcher has little control over the
sampling method and the subjects the researcher can obtain rely mainly on the previous
subjects that were interviewed. The representativeness of the sample is not guaranteed, and
there is a fear of sampling bias when using this technique. There is greater potential among
non-probability samples for selection bias to enter into the sample design than is the case with
probability samples (Williams, 1997: p.79). Initial subjects tend to nominate people that they
know well, and it is highly possible that the subjects share the same traits and characteristics;
thus it is possible that the sample that the researchers will obtain is only a small subgroup of
the entire population (Explorable.com, 2009). The researcher is assuming this limitation in
order to reach the relevant population, as diverse as possible, for this current study.
Snowballing technique is adopted until the data saturation is reached (Saunders, Lewis and
Thornhill, 2012), as presented in the Figure 4.

3.3.1.3

Contact Methods and Gaining Access

As the author has chosen the snowball technique as a sampling method, the next step was to
contact and gain access to the participants. The researcher's supervisor provided the first
names and their emails for further contact. The author has sent an introductory email to these
potential participants, introducing herself and the chosen topic, as well as providing details of
the reasons behind this study. The researcher was careful to establish her credibility, by
providing the name of the research supervisor, institution and degree level.

The two initial contacts accepted to participate and at the end of their interviews provided the
researcher with new possible candidates and contact details. The second wave of invitations
was sent, and the researcher gained four more participants in this study. The next round of
invitations was sent, and three more participants joined the study. Interestingly enough, during
the second and third interview wave, the recommendations start repeating, and loops start
forming, which indicate that the appropriate population was reached, and the researcher
decided there is no need for further interviews.
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Figure 4 Accessing the current research population; snowballing technique
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Figure 4 is presenting an overview of the snowballing technique that was undertaken in this
current study. The lines indicate the flow of recommendations. Solid lines show the conducted
interviews, while the interrupted lines present the disregarded recommendations.

3.4.2

Gathering the Data

The collection and the analysis of qualitative data happen concurrently (Collis and Hussey,
2009), and writing is often an evolutionary, ongoing process, rather than a separate process
which happens at the end of the project (Veal, 1997).

3.4.2.1

Pilot interview

The next step in conducting the primary research was the actual interviews, with the first one
being a pilot interview. Saunders et al. (2012) define the pilot test as the 'small-scale study to
test a questionnaire, interview checklist or observation schedule, to minimize the likelihood of
respondents having problems in answering the questions and of data recording problems as
well as to allow some assessment of the question' validity and the reliability of the data that
will be collected' (p. 677-678). Piloting an interview schedule can provide interviewers with
some experience of using it and can infuse them with a greater sense of confidence (Bryman
and Bell, 2007: p.274).
For this current study, the pilot interview was conducted with Stephen Ryan, Head of
Marketing at RedFM (former Head of Marketing at Fota Wildlife Park). Before this interview,
the researcher was in doubt as to whether the interview is or should be structured or semistructured. It became evident after this pilot test that the interview should be semi-structured,
and the approach to data analysis should be qualitative as there was more knowledge to be
gained from the interviews than anticipated. The researcher gained confidence after this initial
interview in the researcher ability to conduct an actual face-to-face interview. With this
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occasion, the equipment used to record the interview was tested. The author is content that
this step was not skipped, and the findings from this pilot interview are part of this current
study.

3.42.2

Digital Voice Recording and Transcription

All the interviews were recorded using a digital voice recorder, in order to preserve the
interviewee's responses at their best. The interviews were conducted in a quiet and private
location, such as interviewee's office, or a public place, if this was the interviewee's option. The
researcher had asked the interviewee's permission to record the interview using the digital
voice recorder. Also, the researcher informed the interviewee when the interview was coming
to an end and asked for further contacts. Any confidential information was not audio recorded.
Following the interviews, each was transcribed to facilitate the coding and the analysis of data.
Interviewing, the transcription of interviews, and the analysis of transcripts are all very timeconsuming (Bryman and Bell, 2007: p.472). This was also emphasised in numerous occasions by
the researcher's supervisor, but the author considered that typing speed and access to an
assistive transcription program would be enough for fast processing each interview. After the
transcription of the pilot interview, the researcher had to acknowledge that transcriptions were
indeed time-consuming and the workload Involved was underestimated. Due to time
constraints, some of the further Interviews were transcribed externally, while some of the
interviews were transcribed by the researcher, due to the sensitive views and ideas presented
in each. When the interviews were transcribed externally, the author ensured to double check
the accuracy of the transcription and made the necessary corrections.

Bryman and Bell (2007) outlines the importance of the written text reproducing exactly what
the interviewee said, word for word when transcribing an interview. Same authors further state
that it is custom practice to edit the direct quotes when writing the research, for the sake of
length and ease of understanding and cautions about paraphrasing the words of the speaker.

44

as such practice is misleading (Bryman and Bell, 2007). The researcher maintains a database of
each of these interviews and the transcriptions, which are available upon request.

3.4.3

Data Analysis

As the data gathering phase had started, the researcher had to start the data analysis stage
too. As Saunders et al. (2007) emphasise, in the grounded theory 'the researcher collects and
analyses data simultaneously, developing analytical codes as these emerge from the data in
order to reorganise the data into categories' {p.185).
After each interview had been transcribed, the researcher made a duplicate of the transcript.
One copy remained intact throughout the data analysis, and the author used it to refer to the
original text. The other copy was used for coding, and themes were established through
phrases, sentences and segments of texts. Transcriptions have been coded to form themes and
concepts related to the cruise tourism in Cork and created the textual information derived from
the research.
Once the phase of theoretical reflection on a set of data has been carried out, the researcher
may want to collect further data in order to establish the conditions in which a theory will and
will not hold (Bryman and Bell, 2007: p.l4). Such a general strategy is often called iterative, and
involves a weaving back and forth between data and theory, particularly evident in grounded
theory (Bryman and Bell, 2007: p.l4).

3.4.4

Presenting the Findings

Collis and Hussey (2009) argues that presenting qualitative data can pose a number of
difficulties. As the data in this study are qualitative, the text was interspersed with quotations.
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giving the text authenticity and vibrancy. The researcher has hoped to share with the reader
the world that was analysed in this study and presented the findings thematically.

3.5

Reliability and Validity

Reliability is referring to the absence of differences in the results if the research were repeated
(Collis and Hussey, 2009: p.l43). It relates to the extent to which the data collection techniques
or analysis procedures will yield consistent finding (Saunders, Lewis and Thornhill, 2007).
Reliability tends to be high in positivist studies, but under an interpretive paradigm, reliability is
often of little importance or may be interpreted in different ways (Collis and Hussey, 2009).
Validity is the extent to which the research findings accurately reflect the phenomena under
study (Collis and Hussey, 2009: p.l43). It is concerned with whether the findings are really
about what they appear to be about (Saunders, Lewis and Thornhill, 2007). Research errors,
such as faulty research procedures, inadequate samples and inaccurate or misleading
measurement, can undermine validity (Collis and Hussey, 2009: p.65). Qualitative data are
usually transient, understood only within the context and are associated with the interpretive
methodology that often results in findings with a high degree of validity (Collis and Hussey,
2009: p.143).
The researcher paid close attention to retaining the integrity of the data collected. The
researcher established and understood the contextual framework found in the existing
literature, in order to enhance the researcher sensitivity to the qualitative research data,
collected and interpreted during this study. The researcher tried to avoid imposing a frame of
reference onto the interviewees, either conscious or subconscious and used open questions, as
they are least likely to provide bias answers. As Marshall and Rossman (2006) acknowledge, the
findings derived from using semi-structured interviews are not necessarily intended to be
repeatable since they reflect reality at the time they were collected, in a situation which may
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be subject to change (cited in Saunders et al., 2012: p. 382). The explored circumstances are
complex and dynamic, and it is not realistic, nor feasible, to consider that another researcher
could replicate this study and obtain same results.
One of the interviewees has requested from the researcher the transcript of his interview to
double check the answers given due to his position and political views. The only corrections
made were to the spelling and grammar.
The researcher was vigilant to ensure a sample, formed of experts and apply correct analysis
procedures to ensure the validity of the study. The researcher aimed to gain access to the
knowledge and meaning of those involved in the phenomenon. Validity is high under the
interpretivist paradigm. Additional interviews were conducted until data saturation was
reached.

3.6

Limitation of the Research

As a limitation of this study, the researcher acknowledges that one Interview could not be
conducted, due to the lack of time and busy agenda of one proposed interviewee. Even if the
name of Derry Cronin, specialised tour operator, was suggested by several participants, the
researcher has not had a chance to interview Derry Cronin in the allocated time frame for the
interviews.

3.7

Ethical Considerations

The researcher acknowledges that all of the interviewees were willing to participate and found
the questions interesting and relevant to the current situation of the cruise tourism in Ireland.
All the participants were informed of the purpose of the study and give their verbal consent for
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the researcher to use direct quotes from the interviews conducted with them. There were no
issues in regards their real name, positions or organisations they are employed with.
One interviewee was concerned that the interview questions might contain confidential data.
The researcher reassured that it is not the case and any confidential data will not be used in the
research.
Another participant raised the question of the possibility of this study to be published in the
press. The researcher assured him that the interview will be used just for writing of a Masters'
Thesis and if, at any stage, this study or parts of this study will be proposed for publishing, the
author will inform him and ask for his consent.

3.8

Summary

This chapter presented an outline of the research philosophy, design and methodology, used to
investigate the research problem in this study. The section also included the research journey,
as well as the limitations of the study identified by the researcher. A Gantt chart is presented in
Appendix 4. The following chapter presents the research findings.
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Chapter 4.

4.0

Research Findings

Introduction

This chapter presents the primary research findings that have been derived from the data
collected in the nine intervievy/s conducted as part of this investigation. The study is concerned
with the Cork cruise tourism and the Cork Harbour potential as a home port. The findings and
analysis discussed in this chapter centre around the objectives outlined in Chapter 1.

The interview process in this study was semi-structured in nature and comprised of openended questions outlined in an interview guide that was used as a tool for focusing the topics.
Where necessary, additional questions were asked, and an explanation of the used terms was
provided to the interviewees, as needed.
The interview pool comprises of nine professionals, employed by the major stakeholders
involved in the cruise tourism in Cork and its hinterland. The participants are employed as
senior executives, sales and marketing managers, business development managers, a chairman
of a tourism board and a contributor from the local government.

This chapter presents the findings from a qualitative method approach. The findings are
outlined under particular themes. The author presents in this chapter the most pertinent
elements of the research, as direct quotes. The interviewees were asked and agreed for the
researcher to use quotations from the interviews conducted as part of this research.
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4.1

Capturing the Cruise Tourism Market in the Cork Region

The researcher was concerned to find what is the custom practice and how different businesses
and stakeholders in the Cork region understand capturing the cruise tourism market. This study
concentrates on understanding who is responsible for promoting the region and the strategies
they apply, or might apply to achieve this objective.
This research has found that traditionally, the targeting of the consumer is done by the cruise
lines and only recently sparked the interest of Failte Ireland. The next contributor reveals that
the first national cruise strategy is being finalised at the moment and outlines the role of Cruise
Ireland as a representative body of the main cruise stakeholders. Cruise Ireland is a voluntary
body; a network made up of the main ports, some of the excursion companies and the bigger
tour operators. 33% of the interviewees admit that there was no overall strategy to capture the
cruise tourist market in Ireland to date:

/

am aware of one of the present, so it is very timely. There is a national cruise

strategy currently being finalised, which is to look at the size of the market, the size
of the opportunity for the cruise sector for the island of Ireland, north and south.
That piece of work is being done in partnership between Cruise Ireland and
supported by Failte Ireland in doing it. Then we will liaise with the tourism in
Northern Ireland, in that regard. We have brought them in, and we interact with
Tourism Ireland, where it is relevant, and then we consult with the various
government departments because it crosses board Travel, Transport and Tourism.
Realistically, the targeting of the consumer is done by the cruise line themselves, so
it is a different mechanism and different audience. Interestingly enough, what the
research is telling us in the last few days is that some of our core segments also are
interested in experiencing Ireland via a cruise, whether that cruise is a river or ocean
arrival. There is an interesting correlation there that we'd just need to kind of piece
together and have a look to see what the takeaway from that is. That is the first
piece of work, to be honest. There wasn't another strategy before hand

Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.
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An important finding is that a commixed message is needed as there are several tourism brands
in Cork region. The next contributor outlines the importance of transport and activities around
Cork, as well as having a dedicated leisure office to sell Cork as a cruise destination:
One of the things with Cork at the moment is that there are a few different
brandings out there. Maybe we could become combined as to the one message ...
under one umbrella. ... I think it is very important that Cork has the cruise business,
the cruise access. It is a variety of factors that come together ... having the right
transport companies and the right activities in Cork. I feel that Cork would very
badly need a leisure office. I understand that Cork City and County Council will
create a body called VISIT CORK, and they will be looking after the leisure tourism in
Cork. It would be on opportunity to sell Cork more, regarding the trade shows and
different things that take place from the point of view of the cruise industry. The
Port of Cork is very involved in the promotion of Cork as a cruise destination, but
having a dedicated two-person office would take us to another level
Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

56% of the participants agree that the Port of Cork holds the main role into attracting the cruise
ships into the harbour. The following interviewee outlines that the shore excursions sold
onboard are an important revenue stream for the cruise lines:
The Port of Cork attracts the cruise ship, and that is their job done to some extent
because they are in the business of bringing ships in, they are a port. What happens
after that is really a tourism thing. I suppose what is very important to point out is
that lots of passengers go on excursions, maybe 50% in Cobh. Traditionally those
excursions would be organised by the ship, and the ship obviously makes money out
of that. It is an important part of their revenue generation for people to go on
excursions. That is still happening, but fewer people are going on these excursions in
Cobh
Hendrick Verwey
Chairman, Cobh Tourism
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The next contributor argues that the Port of Cork has a dual marketing strategy, targeting both
the cruise companies and their passengers:

The Port of Cork has its own marketing strategy that it is used to promote the Port
directly to the cruise companies. The Port has started recently to roll out a strategy
that promotes the region, but we feel really strongly that that is more of the role of
a tourism body or a city or a county council. However, we still kind of do that work.
There is currently an association called Cruise Ireland. And Cruise Ireland are
currently working with Failte Ireland. They are developing a brand strategy for the
whole of Ireland, which is a necessity. It means that all the ports will come under the
Cruise Ireland brand, and it will be all promoted in one brand message.... The whole
visitor strategy needs to be increased. There needs to be a little more coordination
around what the region is offering these passengers when they come in here
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The following interviewee arguments that the cruise passengers want to experience the
tourism product that the region has to offer. The same participant recognises that the Port of
Cork revived the cruise tourism in Cobh and Cork area, and the people in the area play a major
role supporting them:

...

The Port of Cork would go out to Miami a couple of times a year to meet

prospective customers to sell the region to them, what it has to offer because
nobody comes into a port or an airport, they want to come into a region and
experience the tourism product that is on the ground. I suppose, reignite the
market, secure some of the major players and cruise liners. Make the point that
Cork Harbour is the second largest natural harbour in the world. It has the capability
and capacity to cater for the larger liners that are now being manufactured, and
that they can be safely berthed in Cork and Cobh. To me, the strategy should be to
get the liners in and try to get them to stay a little longer, as it helps the fuel
consumption for the cruise liners.
The Port of Cork has won numerous awards from passengers of cruise liners saying
we got the best welcome and the best farewell leaving this port because there's a
legacy and a history and people in Cobh appreciate the liner business, and they
understand the historical significance of it. I think that good will that the port and
the destination has got because of A, the quality of the tours and product, but B, the
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warmth of the welcome and the sendoff people get. You cannot buy that. Similarly,
our own airport has won multiple awards for customer service. It is something that,
I think comes naturally to people in this region, because for generations they've
been involved in the tourism business
Kevin Cullinane
Head of Communications, Cork Airport.

This study has found that the Cork County Council holds the role of supporting the local
economic development. At the regional level, the next interviewee emphasises the importance
of developing an additional cruise berth in Cobh, as well as directing some of the smaller cruise
ships to West Cork:

In terms of a value capture strategy, for us, is getting the second berth in Cobh, see
how it can be developed at a reasonable cost and provide the harbour with all the
additional facilities it needs to accommodate the second cruise ship. We think that
would have a significant impact on the numbers coming to Cork. Another value
capture will be to get enough cruise ships coming to West Cork, so that the
industry becomes aware that it has a location.... The scale of that activity in West
Cork is significantly smaller than the scale of the activity in Cork Harbour, but the
spend by the passenger when they land in West Cork will probably have a much
more significant impact on the local economy. ... These are the two strategies we
are working on; that will have a direct impact on the cruise industry
John Forde
Senior Executive Officer, Cork County Council.

Another participant in this study enunciates the importance of having a proactive attitude in
attracting more ships,

developing new shore excursions and

niche experiences. This

interviewee argues that the cruise business has a strategic economic value, especially for the
remote locations, and highlights the market demand for new harbours:

They realised the economic value of the business and the strategic value of this
business coming in. ... We looked at the land product to see what we had because it
became clear that it is a high repeat business on the cruise ships. Some of them
...
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might have passengers that are repeating with the same ship, and the same
company year after year; could be as high as 60 or 70%. You have to keep refreshing
what you're offering even for your usual clients. You could be in Ireland this year,
and in 3 years you might come back to Ireland again. So, we were looking at the
shore excursions ...to try to find place s and identify new tourism experiences. Not
just the big ones, but little niche experiences as well. ... When we went out to the
market, we realised that not only there was demand for Glengarriff, but there was,
even more demand for harbours that we never considered there would be potential
for. ... We went out to the market, and we learned more than we could've ever
learned from desk research, and we're in a position to respond. We are really
excited now. We realise that Cork, generally, it is not just Cobh and Glengarriff, but
it is all our other little harbours and islands along the way
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

The following interviewee emphasises the importance of cooperation between all the
stakeholders. This study has determined that having the train station next to the quay
enhances the destination, boosts the town image and helps Cobh get more business:
/

would say that the secret to success, is the cooperation between all the

stakeholders involved in the cruise business that comes to Cork, ... and in particular
the cruise ship agents. These are very important people to work with. We have a
huge advantage here in Cork that our train station in Cobh is right next to the cruise
terminal. This way, cruise passengers can see there's a train there and after a 24
minutes' journey they are in the middle of Cork City. It also enhances Cobh as a
cruise destination, because the facilities of having a train station with a very
frequent and reliable service, boosts the image of the town of Cobh.

The cruise

passengers might go to Cork for a few hours and then come back and spend few
hours in Cobh as well. Also, people who live in Cork go to Cobh to see the cruise
ships. Overall, the fact that our train service is there helps Cobh get more business
Andrew Roche
Business Development Manager, Irish Rail.
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This research has found that it is quite difficult for Cork businesses to capitalise on the cruise
business generated by the Port of Cork. The cruise industry has the bargaining power and their
decisions are based on the revenue it generates for themselves. Interesting, the same
participant outlines two successful strategies that have worked in the past:
Blarney Woollen Mills have had a very successful strategy. They have an incentive
for the drivers who are bringing them to Blarney to see the stone, which is an iconic
attraction. The drivers park their buses in the actual Woollen Mills car park, and
they bring them there first, for a cup of tea. What really happens is that they [the
cruise passengers] purchase a lot of goods, and the drivers get commissions for
everything that is sold. They package everything and have it ready for the bus
drivers to take back on the bus, back to the ship.
It has been quite difficult in general for Cork's businesses to capitalise on the cruise
business. The other one I could think of that has had a success, is the Irish Rail, who
saw the potential in the flooding visitors that was not going on the coaches,
and that got off on the terminal. Because the train station is right there, they were
able to get a train regularly every 10-15, maybe 20 minutes, going in and out the
city. They flood those trains, and they put on a special timetable right throughout
the day. There were constantly trains on the track, and that has worked extremely
well for everybody around. That have always packed on cruisers. The only problem
is that the ships do not make any money from it [Irish Rail tickets], and if the ships
do not make money, the ships won't pull into the port. So, it is all down to how the
lines of Royal Caribbean and MSC Cruises can make money, and they make money
from tours, excursions, and the further away, the longer the trip, the better for
them
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).
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4.2

Attracting Onshore the Cruise Tourists

The research study is concerned with identifying how the cruise passengers could be attracted
onshore, targeting especially those who otherwise choose to remain onboard. This study has
found that there is a high percentage of cruise passengers coming onshore in Cork Harbour,
unless the ship is berthed at Ringaskiddy. The next interviewee outlines the importance of
people feeling welcome and included in the area and suggests a promotional brochure or
package to attract the cruise passengers onshore:
People want to feel welcome and they want to feel like they are included in the area
when they arrive here. So a little promotional brochure will be fantastic, offering
them: 'Come and visit the Titanic Experience and then go to the Titanic Bar for free
Irish coffee'. Something like that kind of adds to their experience and the same thing
then for Cork City. I think that would be certainly help to bring them off the ships.
A lot of the passengers that do call here, do come off the ships. So let's say over a
100,000 passengers, 50% or 60% of them will come off and do the booked shore
excursion, bus tours and then the other 40% or 50% will do their own thing. So they
may come off in the morning and take the train up to Cork City, look around the city
and take the train back down to Cobh at lunch time, have their lunch on board the
ship and then spend the afternoon walking around Cobh. We are very lucky in Cork
that a lot of the passengers do get off the ship. I do not even know the percentage
of the passengers that stay onboard, but I would imagine it is usually quite low here
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The following contributor in this research states that the tourism information provided
onboard is vital for cruise passengers decision to go onshore:
Some passengers won't get off the ship, but that is not very many. In a port like this,
it is not many at all. What you con do is trying to get the information in. In Cobh,
two people will go on board every ship with tourism information. How many
passengers they actually encounter is hard to know. I suppose passengers are
getting their research done in advance, but then again, you see passengers walking
around Cobh with a map of Cork City in their hand, asking where's this street,
where's Patrick's Street. That is because the cruise ship has given them a map of
Cork City, and has not told them that they are not in Cork City, they are in Cobh.
Sometimes we read the onboard newsletters telling the passengers they are in Cork
today, that does not expiain where they are. We've seen newsletters saying the rail
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service to Cork City is unreliable, which it is not. It is totally reliable; it is 100%
reliable. It probably helps to sell the excursion by telling people that the train might
break down, or the train will be late, and you'll miss your trip and this sort of things
Hendrick Verwey
Chairman, Cobh Tourism

An emerging finding from this study is that the destination is selling more 'emotions' and
'experiences' than the classic shore excursions. This finding is voiced by the cruise tourism
consultant who outlines the toughness of the distribution channel and emphasises the
economic importance of the independent traveller. Another interesting finding is that the ships
are resisting the onshore independence of their cruise passengers:
... While we have the main tourist offering, we try to do niche stuff as well, that is
more emotive and more experience based. We're trying to sell them to people on
the basis that, not everyone gets to do this or see this. But it is still very tough,
because there's so many people in the distribution channel. I think there might be an
opportunity for technology, where WiFi becomes more common, but many of the
ships ore resisting that, because they do not wont the travelers on board to have
that independence. For any of the ports as a destination, 1 would always have in
addition to my shore excursions what the independent traveler can do in Glengarriff
or in Kinsale; because the independent person coming ashore for the destination is
always more valuable. They'll wander around the town, and there's a better chance
of them spending money than if they are on an organised shore excursion

Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

Interestingly enough, the same interviewee outlines the importance of the crew presenting
what the destination has to offer the passengers onboard:
For instance, in Kinsale, the ship came twice in a week. So it did Monday in Kinsale,
around Ireland dropped that group, picked up another group, and came around
again on Monday with the second group. And the first day we had a reception, and
we had a bunch of Irish school kids play traditional Irish music. It was a reception by
the town for the ship, and about half the passengers came and the crew. The music
was really successful and very popular. Last Monday, the crew, because they had
enjoyed it so much, told all of the passengers 'you hove to be there'. So it was full to
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capacity on Monday. But that was because the crew was there. If I were telling
them you have to come to the traditional music, they would not have bought it
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

An emerging finding from this research is that providing something that the cruise tourists have
not seen before, would attract them onshore:
would imagine 50% of cruise passengers are people that do this regularly. Once,
maybe twice a year, if not even more. A lot of them are of an old generation. What
they love about the cruise is the fact that they get all their food in front of them all
day, whenever they want, so if they've seen a town already, for example, if they've
come to Cork before, and they've done the trip to Blarney, they did the trip to the
City, they are kind of saying "I might as well stay on the ship, because at least I
could get fed all day". To entice them off you want to be creating something like a
'WOW experience', something that has not happened, and won't happen in any
other stop off point on their cruise tour. Whether that is a biz-book or a personalised
experience for maybe small groups. I think something like that could work: a smaller
bus comes along, perhaps 20 people, and it is maybe buoyant as well, perhaps it is
an exclusive shopping experience, whether it is a trip to a castle, a private house, a
behind scenes tour of on attraction that no one else has seen
/

Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

Another contributor outlines that in his opinion, the best incentive is to "get up close and
personal with the town". This senior executive highlights the importance of the ship being close
to the town or the village, as the natural scenery would be a certain attraction for the cruise
tourist, enticing their imagination and curiosity to explore the area:
think not landing at a working port is very attractive. That to me is very
important, that is a big incentive. We do not want a situation where if a second
cruise ship arrives in Cork Harbour and there is no space for it, it has to go over to
Ringaskiddy. ... The best incentive to attract the cruise tourists onshore that will
otherwise choose to remain on board, I think is actually letting them see for
themselves the natural beauty, the attractiveness and the attractions that are
available. My opinion is that you cannot convince people to do something they do

... /
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not want to do, but you can actually help them change their own mind. When they
get up close and they see, 'wow this is interesting, this looks nice, it is clean, it is
tidy, it seems to be welcoming, the others that have gone onshore seem to be
having fun even' if they are only having a beer or so. I think it is the close proximity
and the second cruise berth in Cobh will attract even more people off the boats
John Forde
Senior Executive Officer, Cork County Council.

Another interviewee states that Cork region and Cobh in particular, have numerous attractions
that cruise passengers have to be made aware of. This professional suggests an international
marketing campaign:
/

think it is having a joined up tours and strategy for the region and that is only

really coming to be now. ... I think we somewhat fool ourselves. People in Europe do
not know where Cork is and what it has to offer. There is a huge marketing job to be
done to tell the cruise passenger in advance of them booking even the cruise, the
advantage of coming to Cork, because I think when they do get here, they love it,
and it is the highlight of their cruise experience. There's a job to be done to mark
that Cork is a unique destination in its own right. It is a maritime paradise, and it
has the world's second largest natural harbour, the largest natural harbour in the
Northern Hemisphere, fantastic vista coming into the harbour, with St Colman's
cathedral in Cobh. The last thing people see when they leave, is the cross on the
spire of that cathedral, and everything is very accessible. We have a fantastic deep
water berth in Cobh, a direct train service from Cobh into the city, and onto Mallow,
and onto Dublin if needs be. There is immediate access for coaches to take
passengers on bus trips out and there is enough in the town itself. If people just
want to stay for the day and don't want to take an organised trip, they can still
experience, a guided tour of a cathedral or the Queenstown Heritage story, or the
Titanic Experience. They can do a guided walking tour of Cobh and appreciate the
historical significance of the port and the harbour and the town, down through
generations. To me its first and foremost, having a strategy to develop tourism and
then marketing the destination internationally
Kevin Cullinane
Head of Communications, Cork Airport.
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The next participant outlines that cruise passengers are attracted onshore by the organised
tours. 33% of the interviewees are suggesting a package to encourage the cruise tourists who
want to do their own sightseeing:
The organised tours, which they pre-book on the cruises, seems to be working quite
weii. If there was more information given about a streamlined package, where they
can get public transport and maybe about certain restaurants and bars, and that
they could go to where discounts are given to people on board that they could use
to encourage them. Cork needs a better city map, with little places outlined, a cruise
specific one, that makes recommendations as to various places that you could go to
and maybe get your discount. More has to be done to encourage the cruise person
who wants to do their own sightseeing, to make it easier for them
Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The following contributor reveals the existence of a trend of reducing the number of the pre
booked tours, which can create opportunities for impromptu excursions that could be
exploited:
There was an increase in the occurrence of passengers not pre booking excursions.
... The first conversation has to be with Cruise Line and the Excursion Companies
that the cruise line operates, to ensure that the passengers are fully aware that
there is a wider range of itinerary prospects, that there is a wider range of
excursions that can be presold, and that will appeal to a changing demographic. It
is not only Blarney Castle and Waterford Crystal. There's other things they can do.
They can learn to cook, or they can learn to do something. There is an increasing
trend towards the "learn to" self-fulfilment type of experience.
If we can deliver the types of experience that their passengers want, the outcome of
that is that their passengers are happy, or their passengers are more fulfilled. They
ore more satisfied; they will engage better with Ireland. ... But then there are
excursions that, and if I put my Ireland hat on, I am more interested. The types of
impromptu excursions that can be brought to the attention of the passengers, that
wouid not hove been pre-booked through the excursion company or through the
cruise line, because you hove to bear in mind that the revenue stream that Ireland
gets from that pre-booked excursion is small. It is all pre-booked and pre-paid
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.
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The next participant in this study points out that Cobh Harbour is a non-tidal port that
accommodates any vessel, regardless of their size. This natural resource is managed very well
by the Port of Cork. The research indicates that the actual revenue generated for the Port of
Cork is small, but the businesses in the region benefit more:
... The people who have not booked shore excursions, it is important to give them a
feel for what is in the area, like in Cobh and the surrounding areas. ... They are
almost getting 2 destinations for the price of one. ... Cobh is an ideal destination, I
think we should never forget the fact that Cobh harbour is the largest natural
harbour in Europe, the second largest in the world, and the ability of the large cruise
ships to come in here.... That is a natural resource, and the port of Cork manages it
very well. The Port of Cork has actively gone off looking for the cruise business. It
may be a very small part of their overall revenue ..., but it is more important for all
the area around both Cobh, Cork, and Blarney and all the various other, all the
shops in Cork, all the pubs. The money is spread that way. I suppose, different ships
then have different ways of doing it, but if you look at the overall cruise tourism
season, you'll find that everyone benefits ...

Andrew Roche
Business Development Manager, Irish Rail.

4.3

Converting the Cruise Tourist to Land-based Tourists. The Intention and
Likelihood to Return to a Destination

This study has found that there is a greater possibility for cruise tourists to return to a place
that they have previously visited than for any other holidaymaker. 44% of the participants
agree that there is a high rate of return to Ireland:
They [Failte Ireland] have surveyed some passengers arriving in Irish ports, and the
intention to return is as high as 67%. Now, that is an intention. Converting that into
someone actually making the booking is different. But cruise visitors do have a
much higher potential to return to a destination that they visit on a cruise than any
other traveller.... As a tourism person, I would like to move it from 'intend' to return
to an 'action', because you spend money trying to reach somebody with an
intention to return, and here they are on our doorstep. Maybe we should be doing
something to convert it there and then. Now that might be just by reaching out to
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them through digital media or something and saying, 'When you've been to Cobh
and been to Glengarriff, come back and live with us for a week', and incentivise it in
some way. That is the potential. It is how to address it actually, I am not sure.
Maybe, it could be as simple as in some welcome packs. That you collaborate with a
land-based tour operator and say: 'If you feel like coming back to us, if you book in
the next 12 months, you get a discount at 10%'
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

This study notes that the satisfaction during the customer journey plays a crucial role in the
cruise passenger decision to return to a destination:
The cruise strategy that we're working on really focuses on the fact that the revenue
return for Ireland is not in the 54 per average euro per head spent on the country;
relatively small. They do not give us a bed night. They do not even give us an
overnight. They do not even really give us a meal. The value is that 70% of
passengers say that they want to return typically to a city that they been to on a
cruise and indeed, 40% do so. ... They [the cruise passengers] have a really high
satisfaction level with Ireland currently, which is consistent with tourism in general.
There is quite low awareness in many cases, but when they come here they are
highly satisfied, which does correlate to 'I need to go back'. ... It is the 'only in
Ireland' piece, that they are doing things here, that they had experiences here, that
cannot be replicated anywhere else, and as a consequence, Ireland stood out, in
their memory. If you can achieve that outcome by joining those dots considering
the consumer Journey for that period they are here and bringing maximum
satisfaction at every point, you've a higher likelihood that they are going to be
satisfied. We know that from our surveys
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

Intriguing, the same interviewee expresses the challenge of capturing the cruise passengers'
data and contact details to target them and retarget post-holiday with incentives. This
participant argues that the key to increase the numbers of potential visitors to Ireland is to
focus on the cruise line satisfaction with the destination. :
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That is a more difficult one, because we do not own the customers, we have no
point, no till, we have nowhere to transact with them. Businesses do, but at the
same time the transaction is really with the cruise line. We really have to focus on
making sure that the cruise line is satisfied with Ireland, delivering on their
objectives and their passengers objectives. That they keep coming here, and
bringing more people here. So, we're getting repeat cruise passengers; that is still
good. The more of them we get, that 40% who do return becomes a bigger
quantum. ... And that is really the only mechanism. Stats show that if you do that
they will come
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

This research has found that it is important to offer the cruise passengers an outstanding
experience and surprise them with what Cork has to offer. 78% of the interviewees have
outlined that the experiences the passengers have while visiting the destination will play a
decisive role in their decision to return later on:
think it is by giving them a taste of what we have to offer. Regardless where they
might go on the initial visit, it is the level and quality of service they receive and the
people they meet that will give them a sense of Ireland, that it is a nice place to visit,
the people are welcoming, the quality of the service being delivered it is high class
and that there is a range of interesting attractions available. That they understand
this is just a taste of all that is available in Cork. We maximize the opportunity to
give the people who come aboard the best possible experience in the shortest
possible time, that they go away thinking, 'yeah Td love to come back there again,
maybe spend a week or more here'. I think it is how we deliver things to them, it is
the experience they receive when they are here
/

John Forde
Senior Executive Officer, Cork County Council.

This study ascertained that Port of Cork and Cobh Tourism collaborate to make the passengers
feel welcome and enhance their experience in the area. 78% of the participants believe that
'people they meet' and 'places they visit' create a feeling and need to return later:
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We put tourist maps on board every liner to provide these passengers with all the
local information that they require and we also provide local entertainment on
board the ships in the afternoons for the passengers to watch if they have come
back from their shore excursions. We provide a bond that plays on the quayside
when the ships are departing. All of this adds to the experience. We work closely
with the Cobh Tourism, and they have a very good ambassador program where they
have volunteers around the town with little jackets on saying "Ask me"; it helps
passengers, make them feel more welcomed. That they are there if they want to
have a little bit of a chat. If they can go away after one day here feeling as though
they have had a really special time here, that the people were fantastic, and the
piaces they saw were amazing, and they would like to see more, then I think they
decide to come bock later, a year or two later, and fly over with their family and
friends and spend more time
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The next participant agrees and presents the local efforts to enhance cruise passengers'
experience and outlines the importance of social media:

The pubs put on music, the locals stop and chat. There's the local Cobh Animation
Team here, ladies who dress up in the clothing of the Victorian era and they walk
around, and people get their photograph taken. ... The passengers ... feel safe and
the town is presented well and looks good, with nice flowers, and there is no litter,
...

and the buildings are well presented. Cobh I suppose would not be known well for
shops, but there ore some shops there. That is the most important thing you can do.
it is not a hard sell; its actually a very soft sell. You make the passenger feel
welcome, you put your best foot forward and hopefully they will come back. You
know they go away and spread the word. They take pictures. In this day and age
they share pictures on Facebook or whatever their doing. And it is all positive
comeback and that hopefully leads to people either coming back or telling people
about the port that they visited
Hendrick Verwey
Chairman, Cobh Tourism

This study highlights the significance of a strategic marketing approach. 44% of the contributors
acknowledge that:
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It is important to encourage them to see some of the destinations while they ore
here. I think, if they felt that they had a nice taste of Cork when they were here, they
are bound to return as land-based tourists, making sure the right information is
given to them, ...an idea of the types of hotels and activities available in Cork. More
could be done in terms of marketing the destination when the people are on the
boat
Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The next participant proposes that different tourism providers from Cork region could come
together in a festival-like event. An interesting finding emerging from this study is that
increasing visibility, telling stories and providing samples of what is available In the area will
increase the willingness to return:
The only way I could see that happening is that we give them a taste of something.
For example, if we bring them on an excursion that brings them to a place like
Blarney, or brings them to the City, and have the other tourism providers there
giving out free stuff, handing them things, creating something like a festival. If you
could imagine for the summer months, that you had a marquee in the city, in the
train station for example, something like, 'look people, this is what you could do in
Cork', or even down in Cobh for example. As they get off the terminal, there would
be this big, huge marquee, that has music and dancing and food stalls and all
different things, and to experience more of this you have to see this place and that
place, and have someone from Bantry Bay Seafood, and Kinsale, or someone from
Youghal. All these different places are showcasing what they have on offer in the
area. That would probably encourage them to come back because there is
no feasible way of seeing all that in one day. Cork is too big. That is the idea, make it
visible, have the people that are telling them the stories and get them to sample a
bit of it. It is all very well put in a brochure, but if they never get a sample of it, they
will never want to do it. They won't have the willingness or need to do it
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).
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This research found that there are several touristic activities around Cork that could tempt the
cruise passengers to return as land-based tourist in the area. Intriguing enough, an emerging
finding from this study is that Port of Cork and Cork Airport could complement each other, to
increase the whole economy in the region:
If you want to play golf, if you wont to go sailing, if you want to do a boat trip, if you
want to go, you know deep-sea angling, if you want to go whale watching, it is very
unlikely you'll get to do that while you're on the cruise. I think the job is that when
people get here, is that we excite them about coming back. I think that is where the
port and the airport can complement each other because we talk regularly to ensure
that where the cruise line passengers are coming from, we have direct air access.
We can stimulate more Germans to come on a cruise here then hopefully,
subsequently after experiencing Cork, they'll want to fly back here for a longer stay.
Which is better for tourism because it brings more foreign earnings into the regions.
It means the hotels and the restaurants are busier, the tourism attractions are
busier, and it creates and sustains more Jobs. That is good for the whole economy in
the region
Kevin Cullinane
Head of Communications, Cork Airport.

This study found that the cruise passengers are repeat business for the area they visited. 78%
of the interviewees identify 'having a good experience' as key for tourist decision to return:
The statistics are proving very well that a lot of the cruise passengers are repeat
business. I do not exactly know what the percentage is, but it is significant enough. I
am certain of that having spoken to a lot of the cruise passengers, they would've
either come here before, or they plan to come back... and explore more in depth the
area if their experience is good. And that is the key, having a good experience
Andrew Roche
Business Development Manager, Irish Rail.
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4.4

Attracting Onshore the Crew and Capturing the Cruise Staff Market

The research has found that the cruise staff are more familiar with the harbour as they are
frequently coming to the destination. The crew prefers to be close to the vessel. An interesting
finding is that the shops, pubs and restaurants might benefit more from the cruise staff than
from the actual cruise tourists:
A lot of them might come back a few times, strictly regular visitors. I know one or
two the ships come into port maybe three, four, five times in the season. ... A lot of
them stay very close to the ship. It is something that should be out in Cobh for them
or nearby, in within 5-10 min. Maybe free shopping buses, to Fota, to Middleton, to
Little Island, somewhere like that. That everything is finally made easy for them. ...
This is where the shops, pubs and restaurants will benefit more from them than they
will from cruise passengers. Especially Cobh. I think they are great in the Cobh area

Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

The next participant agrees and states that there is no direct strategy aiming the crew to come
onshore. 22% of the interviewees argues that the same strategies that are applied for the
passengers would work for the cruise staff as well:
We wouldn't be targeting staff to come onshore particularly. You know they will
come as a consequence of the place just being an interesting place where they were
not out before. If they were out before and they found a restaurant or something
they like to see, they'd potter again, if they know it is easy

Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

Another contributor emphasises the differences between crew and passengers' needs:
/ am not so sure the staff wants to go to visit the tourist attractions. They might
want to go for a beer, go for a bar snack. Just to get away from on-board life. I am
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not quite sure. ... But the crew needs will be very different from the passenger's
needs. So somebody should be able to provide those services as well, locally
John Forde
Senior Executive Officer, Cork County Council.

Another contributor considers that the opportunity to have a walk around the town and buy
keepsakes will entice the cruise staff off the ship:

/

think that is already working well in Cobh, because the crew needs to stock up on

their personal supplies ... and they need to buy souvenirs. ... I think the cruise staff
do enjoy that when they come to Cobh they can walk around...
Kevin Cullinane
Head of Communications, Cork Airport.

The following interviewee acknowledges that the cruise staff have less free time and money
than the passengers. 55% of the participants' state that the crew are attracted onshore by free
Wi-Fi and suggest offering staff discounts:
The cruise staff are very different. We are always trying to attract the crew, but the
crew have less time off, less money sometimes. When they come ashore, they just
want to find free Wi-Fi and sit and contact their family and friends. So we provide
that in the railway station in Cobh. ... I think another way is that they are given
discounts. If anyone needs a discount, it is the crew. They are working hard. This is
their only time off. ... I think definitely discounts for them and Wi-Fi is a major
attraction to draw them off
Sara Mackeown
Commercial Marketing Executive, the Port of Cork.

Another contributor suggests organising free or discounted transportation for the crew, as
experiencing Cork would encourage them to become free ambassadors on board for Cork as a
destination:
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Making sure that they have an experience in Cork. Something could be pushed
together and organised specifically for the cruise staff, that if they have the option
of jumping on a different bus or getting discounted train tickets maybe, and that
they might decide to spend their couple of hours' free time going into the city. Just
make everything easy for people. And especially for the cruise staff because, I
suppose, they are also, in turn, speaking to so many of the cruise people and that it
is important for them to be selling the right message as well
Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The next participant in this study states that the cruise staff are valued visitors for any port.
44% of the interviewees acknowledge the crew's role as influencers as they interact with the
passengers:
The crew on board are business influencers. If they have a good experience, they
can relay that to the guests.
...

Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

The next contributor agrees and argues that only a part of the cruise staff come onshore:
They can influence whoever books it and then they can influence somebody else
to travel with them, or to be with them. A lot of the crew travel to Cork. They are
aware of the train in Cork. But a lot of the crew are onboard working. You do not
...

get all the crew off; you get only a portion of them
Andrew Roche
Business Development Manager, Irish Rail.

The following interviewee acknowledges that the visa requirements might prevent some of the
cruise staff to come onshore. An interesting finding is that special trips could be organised for
the crew:
am not too sure about the immigration procedures. ... If they cannot come off, you
cannot attract them off. Those who can probably do venture anyway. People would
/
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say that is not worth it, but even if they buy a cup of coffee, it is worth it. If they buy
chocolate or shampoo, it all adds up ... It is important to get them onshore, maybe
on a familiarisation trip. They get a bit of a flavour of what Cobh is like and then
they talk to passengers later. It is all about Word of Mouth and interaction. ...
Tourism is all about stories
Hendrick Verwey
Chairman, Cobh Tourism

4.5

Converting the Cruise Staff to Land-based Tourists. The Intention and
Likelihood to Return to a Destination

This research found that converting the cruise staff to land-based tourist will require a different
strategy and will be more difficult to achieve:
That would require a whole separate strategy I would imagine, because
very different and much harder to get to, as in to get publicly to speak to.
have a nice time here and they are back in the Philippines or wherever else,
decide to book a holiday and let's go back to Ireland. It is all down
experience they have here but an overall strategy for that would be a
difficult I think

they are
... If they
and they
to what
lot more

Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The following interviewee suggests some strategies to raise awareness, spread the word using
social media and create an intention to return:
Giving them discounts on accommodation providers in the area. Encouraging
them to come back and spread the word. Getting them maybe to sign up to an

...

email database in work. Getting them to light their social media channels, just so
that they are seeing stuff from the area they just visited, so that is fresh in their
mind the next time they come across
Stephen Ryan,
Head of Marketing, Fota Wildlife Park (present Cork Red FM).
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The next participant argues that the intention to return should be converted to an action while
the crew is in the harbour. 78% of the participants consider that cruise staff are the same as the
cruise passengers regarding the intention to return to a destination they visit on a cruise:
wouldn't see any difference between them and the passengers. ... I wouldn't
discriminate between passengers and crew in terms of trying to get them back. I'd
do the same thing; you know book in the next twelve months, you know get special
/

offers or special treatment or whatever and try to convert it instead of just having it
as an intention.
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

The current study acknowledges the Importance of the destination in providing a great
experience. Ireland is a niche holiday destination based on value and quality:

It is the same thing, the destination is what does the job. If the destination is
appealing, has delivered on their first experience, stood out, and they felt there was
more to do here than they thought, that the people were great, and it was great fun
... it is that sense of, this is a nice place to spend more time, I think I'd like to come
back here ... Make the experience the best it can possibly be, and then you create
the loyalty. We're quite a niche destination, and not a cheap destination, and we're
not going to start competing on price. We'll give value and quality, and those who
recognize that and see that and want that, that appeals to [will return]
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

This study has found that Ireland has paid particular attention in regaining its competitiveness
following the recession:

/

think if they experience good value for money that they find that Cork has a lot to

offer, a lot to see, a lot to do, but equally that it is a reasonable destination. I think
Ireland itself has worked very hard over the recession to get its cost competitiveness
back. It is not expensive to get a cup of tea or a cup of coffee. There are good value
meal deals to be had and good family orientated attractions
Kevin Cullinane
Head of Communications, Cork Airport.
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The following contributor expresses that affordability will be the main Issue for the crew;

/

don't differentiate between the crew and the passengers when it comes to what

will attract them back for the longer period, other than the affordability. I'm
assuming that the passengers are all wealthy enough. Some say Ireland is an
expensive country. I don't think it is, but we are competitive. I think for some people
wouldn't be possible to come back, but for the majority of the people would be. And
for those crew who could come back, they will come back for all the same things
that the passengers are attracted back for.
John Forde
Senior Executive Officer, Cork County Council.

The next participant agrees that, similar to the passengers, the cruise staff will be tempted to
return, once they get a feeling for Cork, or become interested in Cork as a destination, outlining
the importance of discounts and transportation for the crew:

suppose it is the same thing, once they get a good feeling of Cork and what Cork
has to offer, the chances are that they will come back as land-based tourists. Make
it easy for them to leave Ringaskiddy or Cobh and make the trip into Cork, whether
that is in the form of discounts or providing transport
/

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

89% of the interviewees state that both passengers and crew will choose to return to the
destination if they have a good experience:

think having a good experience; it is simple as that. Make them aware of the
attractions that the Cork area has. I think all you can hope for is that if they go away
/

with a positive experience, they will come back again
Andrew Roche
Business Development Manager, Irish Rail.
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The following participant disagrees and argues that cruise staff is a different category of
traveller, opposite to the usual cruise tourist:

do not know; do they do that? To be honest, I do not really know. It is the same
story, if they feel welcome and get a glimpse of what is there to see and do, then it
/

is possible they will come back. But with staff, not very often I would say. If they live
onboard, then when they get time off they go home. And I would soy that is their
holidays, going home. Not travelling to exotic destinations like Cork
Hendrick Verwey
Chairman, Cobh Tourism

4.6

Strategies to Create Ancillary Revenue for Cork Harbour and

its

Hinterland

The research has found that getting on the cruise ship and handing out coupons and offers to
encourage spending may be seen as distasteful and a bit aggressive, contradicting the whole
positive visitor experience. The cruise companies have partners that they encourage
discounting with. 33% of the interviewee highlighted that businesses are not open on Sundays,
even if the cruise ships are in the harbour, missing out on the possible revenue:
The commercial world of Cork, needs to put a solution in place that will
commercially appeal to people coming in, but also delivers on their own business
objectives, of yielding. In some cases, which you might find is there are people in
Cork on a Sunday on a cruise, and businesses are closed. So, the first thing would be
to be open. I believe that there isn't necessarily the full appreciation of the
opportunity from the business community
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

The following contributor argues that a shopping village where the buses could stop on the way
back to the ship, would attract the cruise passengers to do their shopping and create additional
revenue for the destination:
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In my opinion, the only thing that is missing is pop-up shops or some sort of retail
element that they love going to. When on holiday, a lot of people, including myself,
tend to do the shopping at the end. You do not plan to do the shopping at the start,
as you do not wont to drag stuff around all day. If there was some sort of outlet
village on the way back to Cobh, that was a part of the experience for all, maybe
somewhere like Carrigtwohill. The buses would pay in for a small bit on the way
back. I think they could make money out of that, selling a lot of Irish merchandise as
well. That could be a joint venture between Cork County and someone else
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

Another participant suggests maximising the revenue generation of the incentive groups
traveling with the cruise ships
suppose we find that a number of corporate groups or incentive groups are using
the cruise ships as an option for them to have their meetings on board. There might
be 100 people, who are part of the big, huge cruise. They are going to have their
meetings on board and then they come off as a group. I suppose there is a potential
there to make sure that what they do on the activities, that they have when they
come on shore, are organised to the point where as much revenue as possible is
generated for Cork. So maybe, if a Cork package was developed in conjunction with
Port of Cork and Visit Cork, I could see that being a very good synergy
/

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The present study identifies that being inventive and introducing niche offerings will create
additional revenue for Cork and its hinterland:
Like you go to Alaska, and you go fishing for a day with a fisherman; this is a
genuine person that makes a living from fishing. Now that is not happening here. It
could happen here, in groups of 5 or 10 people; it is not your mass-market or your
mass tourism.
We have our cathedral here there is a carillon up the tower. The carillon is a full
music instrument. There ore 49 bells, and it is played with your fists and with foot
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pedals as well, a bit like a piano. I am sure it is not everybody, but the people who
are into music would pay probably serious money to go up the tower and play the
bells at the cathedral. I do not know, would they pay 200 dollars? They probably
would, but it is not available there, it is not an option. And there are reasons why.
You would need somebody to bring them up there. There are insurance issues, spiral
staircases, it is narrow, and you would have to be pretty fit to get up there. But
there is other stuff like that, as well. It is just being a little bit inventive.
I suppose it is more difficult to get the product first, as it is not mass tourism. Will it
pay, would it create a job or half a job for somebody? Even for a couple of months of
the year, it probably would. As I said before tourism is all about experiences. That's
all the kind of ways, but it is never going to be mainstream. It could be very valuable
to somebody else, as an individual business. Who drives it, is the question
Hendrick Verwey
Chairman, Cobh Tourism

This study has found that the revenue streams that the Port of Cork will encourage are those
that trigger revenue for the cruise industry:
The revenue streams that you want to continue are the ones that are going to give
back the cruise line because ultimately if their revenue streams drop, significantly,
then they won't come to Cork. If their revenues are kept high, which they always are
here, because they sell a lot of their shore excursions, they will continue to call. I
think it's always important to ensure that the shore excursions that are being
offered are being refreshed and that they are staying up to date with what the
needs are of their passengers and coming up with new ideas and new tour ideas and
new ways of promoting the city and the county and Cobh so that they can be
packaged and sold as a shore excursion which ultimately creates revenue. ... / think
the shore excursions back to the cruise lines is the most important revenue
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

This research has noted that the Port of Cork and the shore excursions companies look
after the passengers arriving in Cork. The role of the Port is to bring the ships in, dock and
secure them, while the role of the local businesses is to welcome the passengers and
entice them into their premises:
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They should know their market. We are a Port Company. We bring in a cruise ship,
we dock it, we make sure it is secure. Then, once the passengers get off, they are
everyone's, but we ore the only ones that look after them and the shore excursions
companies. We cannot tell the people in Cobh what to sell and how to do their
business. We have experienced this. We have had people come to us and say 'but
we do not get any passengers coming to our shop'. If you just sit in your shop
waiting, then you are not going to get. Come out, welcome people, bring them in,
entice them in. It is important that they understand the business and that they
understand what they can provide. If you are going to do this, if you are going to be
part of this business, then you have to be open when the ships arrive. It is up to local
businesses to think of it themselves and work together how they are going to attract
few people for their revenue streams
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

This study acknowledges that seeing the coaches waiting for the cruise passengers in the
morning is a mix of gratification and frustration. The shore excursions are scheduled in such a
way that the cruise passengers do not have the chance to spend time in the harbour and
village. The following interviewee reveals the strategies to entice in the cruise passengers and
encourage spending in the area:
It's very gratifying when you see those five or six coaches parked along waiting on
the passengers to come in. But the frustration is when they get into the coaches,
and they're dispatched, and there's a town there with tourist shops and cafes, and
you know that because the way the itineraries are scheduled that there'll be no free
time for the passengers to walk through the village. So there's a missed opportunity
therefor. Tm actually looking at doing a 'West Cork welcomes cruise tourist' card. I
can't ask retailers in regional areas to discount, but I'm saying to them, why don't
you do 'Spend 150 euros and get a free gift'. Incentivise it that way, motivate them
to sell. I'm looking at ways in which will make them spend, and branding in shop
windows, something to say 'Cruise visitors welcome here'. Tm looking and trying to
get 'Tax back' in stores
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.
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The following interviewee suggests that including a business offering on the cruise ship
itineraries will generate additional revenue:

suppose try and convince the agents of the ship to include your premises or service
or product on their itineraries, so you're getting both sides, you're getting tour
/

excursions, and you're getting individual independent passengers. I think it's very
important to continue with the relationship with everybody, and help business, help
everyone to get business, because by doing that, everyone benefits
Andrew Roche
Business Development Manager, Irish Rail.

This study acknowledges that the development of a second cruise berth in Cobh will positively
influence the economic development of the region. Funding the harbour expansion is facing a
series of challenges:
To have the infrastructure to be able to accommodate the second berth and then,
once we have the second berth, to have the infrastructure to accommodate all the
transport requirements, to be able to service access to and from the second cruise
ships. ... We all have different perspectives. As a local authority, we provide the
infrastructure. ... We know these are the things that we identified. Now, has been
deficiencies, called deficits that we will have to identify solutions for funding in the
future; this will be our challenges in the next couple of years
John Forde
Senior Executive Officer, Cork County Council.

An emerging finding from this study is that the key stakeholders in the region can augment and
complement each other, and support the Port of Cork activity for the greater good and
everyone benefits. This strategy will require an alignment of their marketing efforts, both
nationally and internationally:

It is about seeing what added value they [the Port of Cork and Cork itself] can offer
in conjunction with their customers. It is a win-win partnership. More cruise
passengers want to come to Cork so that more ships are coming to Cork. The port
earns more revenue that way, but equally if it can help by partnering with some of
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the key tours and attractions in the region to get more people to experience that,
then in the longer term that's a benefit to everyone.
There is an effort going on at the moment to do collaborative marketing on national
TV, on cinema screens but a lot of that is for the domestic tours. I have not yet seen
any international collaborative marketing being done, and maybe that is where we
will see the greatest return. If the Port and the Airport and Tourism Ireland and
Failte Ireland and the key stakeholders in the region align their marketing effort,
their marketing budgets, to attract more people here by air. The vast majority of
people come here by air. If we can augment and complement what the Port of Cork
is doing and to bring cruise passengers in the region, again everyone benefits
Kevin Cullinane
Head of Communications, Cork Airport.

4.7

Increasing the Ships' Deployment to the Cork Harbour

An interesting finding emerging in this research study is that Ireland is not entirely aware of its
potential as a cruise destination. The ports in Ireland compete against each other, instead of
collaborating to grow the market and offer the cruise companies various experiences, in a team
message. Interestingly enough, one of the interviewees suggests two strategies to increase the
ship deployment into the region. One of this strategies is that Irish ports complement each
other, offering a richer, completely different experience to the cruise liners. The second
strategy is a collaboration with foreign ports to build up an extension of the current offerings:

/

think Ireland has not realised its potential yet in the cruise business. The research

that was undertaken recently proves that Ireland is relatively new on the cruise
circuit. It frustrates me to see the extent of the competition between Irish ports. I
think they should be collaborating more. For instance. Port of Cork, due to recent
decision at the government level, they ore now responsible also for Glengariff. That
positions them uniquely because they can offer a big port experience and a city
experience. There is an option of the same ship steaming down the coast and having
a completely different experience that is unlike anything else in Ireland. And Port of
Cork would still hold the revenue. But equally Port of Cork instead of competing
could be collaborating with Galway, and selling the destination rather than the port.
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A lot of the port people are retired ships captains, or they are engineers, or they are
infrastructure guys; they do not have soft skills, they are really good at what they
do, but they do not have soft skills. Things like collaborating and marketing as a
destination, are sometimes alien. Back when I first went to my first overseas cruise
show, somebody who has been going to tourism shows internationally for 25 years,
I was shocked at how Ireland was represented. There was no team message. It was
all competition. Now I am hoping that is going to change as a result of the new
strategy. I do think collaboration is the key. For somewhere like Port of Cork, I would
certainly be selling my small port as well as my Port of Cork experience because they
are so different. The cruise ship companies are looking for variety in their itineraries
and Port of Cork still gets the revenue even though they go to Glengariff. I would be
positioning that, but I would be collaborating with other ports as well. Whether that
is another Irish port, so you are presenting a richer itinerary. Whether it is a port in
northern Spain or France and you are saying, 'Okay look, some of the itineraries are
coming up now along Portugal, northern Spain, and why not stop in Cork on route
to re-position and do a British Isles' or whatever itinerary
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

This research notes that Ireland is an emerging cruise destination, tightly connected with the
British itineraries. The following representative of Failte Ireland argues Ireland's position as a
must-see destination for the Britain and Ireland cruises. The Irish ports are included in the
North European itineraries, the fastest growing segment of the European Market. Cork Harbour
is the Irish port with the highest number of passengers because it berths the bigger cruise ships
on the market:
There is quite a good success rate of frequency coming in from those companies
who are currently deploying to Ireland. If they deploy to Ireland, invariably they will
have Dublin-Cork itinerary, Dublin-Belfast itinerary. Cork gets more of its fair share
of that. Cork would have the highest number of passengers, but it will not have the
highest number of ships because Cork is getting more of the Quantum class, more of
the larger ships. ... / think Ireland INC as a country can do more on improving the
awareness of Ireland as an appealing destination. ... Where Ireland has strategically
positioned itself, and where it can win, is to be a must-see destination on Britain and
Ireland itineraries. There is no Ireland itinerary alone. The Britain and Ireland
itinerary is a subset of the North European itinerary, and it is the fastest growing
part of that northern European market. The challenge for Ireland and the ambition
for Ireland should be that at least one if not two of Ireland ports should be on every
one of those Britain and Ireland itineraries, because that means we have to try and
steal the share of lunch from Scotland ports and other ports in Britain. We should
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not be competing beyond that. England and Britain together because of their
legacy, and having Southampton, as a turnaround port or home-port. The amount
of business that comes out of there, we need that factor, because Ireland is an
emerging cruise [destination], it is very early in growth stage, so that is the focus
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

The current study acknowledges that the Port of Cork is a member of Cruise Ireland, Atlantic
Alliance and Cruise Europe. The Port's Commercial Manager Is also the Chairman of Cruise
Europe, raising awareness of the Cork Harbour presence. The Port of Cork Is sold for the British
Isles Tours and Transatlantic cruises, at two major trade shows throughout the year, and also
directly to the cruise companies planning their ships' itineraries two years in advance. The
study acknowledges that the 2016's cruise season got extended from October to December, as
four ships will be calling into port In December. This contributor to the research voices as a
challenge having the local businesses and attractions ready and open to receive the cruise
passengers at that time of the year;
We are always looking at how more ships can be deployed here. We would sell Cork
I suppose in terms of our location massively. A lot of the cruises that come here are
on a British Isles tour. They are going around Britain, and they call to Ireland, usually
Cork and Dublin. Those are very popular cruises. The other cruises that we would
also try to attract are Transatlantic, and by saying that we are the first stop if you
come across the Atlantic, Cobh is the first call, and that works very well. We have no
restrictions at any time of the year. So obviously weather, but no one can do
anything about that. But we are open all year around, and they could cruise all year
around if they want to. If they want to sit a ship here for the winter, they can.
We do a lot of face to face meetings with the cruise ships and with other cruise
companies. We do two major trade shows throughout the year. We would have
regular contact with them throughout the year particularly with their itinerary
planners who coordinate where the ship is going to be at certain times. They plan
two years in advance.
We are very fortunate this year that some of the cruise ships that are calling are
coming in December. We have four ships in December. So just shows that it is
working because they are now keeping their ships here for longer. So whereas our
cruise season used to finish up in October time. ... We have the challenge of making
sure that everywhere is opening in December. But it's an opportunity for the region
Sara Mackeown
Commercial Marketing Executive, Port of Cork.
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The research has found that opening times of the shops and attractions in the region of the
harbour have a direct impact on the cruise business decision to allocate ships to port. The
following interviewee suggests that all the local businesses have a joint thinking during the
cruise season, looking to satisfy the needs and wants of the cruise passengers first. This
strategy will trigger additional interest to the area and increase ships deployment as a
consequence of the increasing demand to visit the area;
I would think the big thing here is to give them some sort of a night time activities.
Ireland is very strong on the 8 to 8 stuff, which is 8 in the morning to 8 at night.
However, we are not as strong on the evening activities. For example, they get to a
town like Cobh, even get to the City, and if it is a weekday, especially in the City,
everything shuts down, in most days after 6 o'clock. In Cobh the same. Yet, if they
pulled into Monaco, or Mallorca or any of those [harbours], most of the shops are
open till 10-11 o'clock at night time. Most of the attractions are also open late. I
think if we had a longer day, other ships could be pulling in the afternoon and
staying there until evening time, especially in the summer months, when the time is
bright, anytime between 9 and 11 o'clock, between the months of May and August.
We could do a lot in that to peak the cruise season. I do not see a reason why
everything has to shut down. It should be open at that time of the year, and they
should be looking at what do they want first. I think everyone in the hospitality
sector, hotels, pubs, shops, attractions, they all need to think of what is the
customer wont. Because if we can satisfy the customer, we satisfy the cruise
businesses, and the cruise businesses will say 'Well, everyone wants to go there, so
we need to send more ships there'
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

The next participant argues that the cruise companies are looking for new ports with better
facilities. One of the main interests for the cruise liners will be maximising their revenue:

'Our ship is mobile, where do we put it for maximum revenue'? That is what they
are looking for: charging more for a shore excursion, or paying less for a visit, or
paying less port charges. Some ports I know around Europe ore quite expensive.
They would look at a port that could be a smaller port, not in a city but maybe in a
...
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smaller town somewhere that has better facilities. If you have better facilities, the
experience is better and the customer will contrive that
Andrew Roche
Business Development Manager, Irish Rail.

56% of the Interviewees emphasise that the cruise liners come to an area that is appealing to
their travellers. An interesting finding from this study is that Cobh's second berth is a project
that Cork County Council and the Port of Cork have developed to grow the market, in a way
that is sustainable for the town as well. A temporary structure and the minimum infrastructure
will be built in Cobh, to allow the access of the cruise ships:

They are only going to come if it is attractive to their passengers. ... I think, to
attract the additional cruise ships, will be to give them the comfort that when they
come here, there is every possibility that they will be able to berth alongside Cobh.
... I think Port of Cork and all the stakeholders working together, have done a
tremendous job over the last number of years, and been able to attract the cruise
ships that are here. A huge number of people are now coming to Cork. We're getting
the cruise ship looking for the extra berth. We are now at our capacity. To get more
ships coming is to be able to extend that capacity. The second berth is a project that
we would like to get off the ground. It is one that we, Cork County Council, in terms
of buying the land, developing the seaside of the land in order to be able to
accommodate the ships. There are quite a lot of money to be spend, by ourselves
initially, by Port of Cork and chances are by some combinations of other
stakeholders in the community. We ore at the stage now that we know we will be
doing it. We know that we must do it in order to grow the market. We understand
that the market is there, so we have to try to exploit it in the best possible way that
is sustainable for the town. ... I would have thought that we could be welcoming
ships, probably in 2018, but in order to accommodate the ship, would be probably
something like a temporary structure, and that over time after that, we will be
building the infrastructure, a more permanent structure, more comprehensive, more
... Maybe offering parking and all these other things that have to be put in place.
Right now the critical thing is to get the minimum infrastructure in place to allow
the ship come in
John Forde
Senior Executive Officer, Cork County Council.
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Another participant concurs that having a bigger berth will encourage more ships to come to
Cork;
/ do think having the bigger berths will be phenomenal for encouraging more
business

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The following contributor concords and further state that Cork Harbour has the capacity,
capability and competency to cater daily for a cruise ship in Cobh, one in Ringaskiddy, one in
Cork City and another one tendering. The Cork Harbour's selling points have to be clearly
presented to the cruise companies to make them aware that there are several options
available:

think that the logistics of Cork and the deep water quay, being able to comfortably
cater for up to four cruise ships on any given day. They can take one into
Ringaskiddy, one in Cobh, one into the City, and one can use tenders. I believe that
there are plans afoot to put a second deep-water berth into Cobh. ... I think all of
those selling points need to be sold that we have the capability, we have the
capacity, and we have the competency to do it. Those three C's are really important
/

to grow the business going forward
Kevin Cullinane
Head of Communications, Cork Airport.

It has emerged from this study that the cruise liners prefer to be berthed in Cobh than in
Ringaskiddy. The same participant argues that attracting a cruise company to invest in the
second cruise berth in Cobh will increase the ships deployment, as the company will be directly
interested in recovering its investment;

In Cobh is we could get no ship for a whole week, then two of them wont to come in
in one day. So, one of them either goes to Ringaskiddy, or one of them decides 'Oh
we are not coming at alT because they do not want to go to Ringaskiddy. We will
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basically lose those ships then unless there is a second facility here in Cobh. Second
cruise berth, you know, will it ever pay? I suppose it all depends on who is paying for
it. ... If you go to the Caribbean, there are cruise ports all over
the Caribbean, and they are all owned by the cruise lines. There are cruise ports in
Haiti, in the Dominican Republic, and Jamaica and all these places. Some of them
are owned by the country or the state, and some are owned by the cruise lines. And
if they actually own it, then they are going to use it. If you could get them to invest
in a new cruise berth in Cobh, then if they have invested they are damn sure going
to use it, whether they let other people use it. I am sure they would, but they would
have the priority I suppose. It would be great if that could be pulled off. Cruise ports
are expensive things to build. If a cruise line was a partner in it, well then they have
to, for twenty years, or whatever amount of time it is going to take to get a return
on their investment
Hendrick Verwey
Chairman, Cobh Tourism

4.8

Cork Harbour Potential to Became a Turnaround Port: 'Cork - Home port
Concept'

The research has found that the Port of Cork has handled only a few small turnarounds. Cork
City, Cork Airport and the hotels will benefit mainly if Cork Harbour becomes a home port:
We have had some turnaround calls over the years, not many. First and foremost,
the Port in handling a turnaround coll, we don't have all the facilities in terms of
security and baggage being the main things. However, we had overcome this in the
past when we have needed to. In the future, if we were to build a second cruise
berth in Cobh, we would build a terminal with it, which will be able to manage all of
that. The advantages of having a turnaround coll are huge, because it means that
passengers will potentially fly into Cork Airport, business for the Airport. Secondly,
they would probably come a day or a night ahead of their cruise, so instantly they go
to a hotel as part their package, they stay overnight, money to the hotel business,
and then the next day they go on their cruise. Then they come back and have had a
fantastic time, and they fly out, either they fly out from their last port. The local
advantage is that passengers are Irish people, can conveniently go on a cruise. So
rather than having to fly to Southampton or Dover or Hamburg or other port, that
they can just come to Cobh, get on their cruise and return or do the flight.

84

Turnaround is massive potential. One other things about turnaround as well, is that
they have to stock their ships too. There is a big advantage there for big wholesale
distributors providing all stock for the ship. Great opportunity
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The next participant broadens the impact of the turnarounds and highlights that custom and
immigration processes have to be in place, as well as check-in facilities:
The cruise ships might take on fresh supplies, they might take on fuel and take off the
refuse that they have on board. That is one of the businesses already happening when
it comes to Cork at a certain level, as it could be either at the beginning or the end of
the cruise, or in the middle.... From the point of view of passengers joining or leaving
the ship, the Port of Cork needs a huge amount of investment in terminals, and places
that people can check in. People do not want to wait; they want to get on board and
not spend time waiting in a queue. You have to remember customs and immigration
also
Andrew Roche
Business Development Manager, Irish Rail.

The following interviewee suggests that the carpark facilities required for a turnaround port
could be build close to Cobh:
They need carpark facilities, and Cobh isn't set up for that. But with a bit of
imagination, a car park could be five minutes away. You can build a car park five
minutes from Cobh, no problem. Just shuttle bus people in and out. Having it all
shore side probably can't happen, because the amount of land isn't there
Hendrick Verwey
Chairman, Cobh Tourism

Interestingly enough, the same participant voices a solution regarding parking, checking in,
security, custom and immigration processes:
Cork airport is sitting up there, a thirthy minute drive. If you wanted to do that, you
could use the full facilities of Cork Airport. Passengers arrive at Cork Airport, park
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their car securely, same as if they were going on any other holiday. Go in, checks in
with a check-in desk, same as any other passenger. Goes through security and then
are brought to a boarding gate. Gets on a bus and the bus brings them to the cruise
ship in Cobh. You have gone through your full security process. You do not need
security facilities here as such. We are using the facilities that are somewhere else

Hendrick Verwey
Chairman, Cobh Tourism

Another contributor in this research states that the concept of 'Cork as a Home Port' will have a
substantial economic impact across the value chain in the region. One of the requirements for
this medium to long term plan is that the Port and the Airport align their efforts in reaching this
goal:
Economically the region benefits and it means that our hotels, visitor attractions,
restaurants, parks, all become busier. If they ore busier then it means ultimately
more jobs will be created. The economic return and the economic impact of that is
manifold because there are catalytic impacts right across the value chain. ... If 'Cork
as a home port' concept can be built, it means that the port and the airport need to
be aligned. People can fly in here, have the pre-tour experience of Cork before
getting on board in Cork Harbour to take a cruise from Cork. I think that is more a
medium to longer term plan, and there is no reason why it could not be realized. I
mean there is nothing that Southampton has that Cork does not have, in terms of
the infrastructure, or the infrastructure capability to be developed

Kevin Cullinane
Head of Communications, Cork Airport.

The following contributor argues that Cork Airport's worldwide connectivity hampers Cork
Harbour's chances to become a turnaround port, an issue that could be overcome by a joint
strategy:

/

do not think Cork Airport has a proper selection of air routes to support the Port of

Cork becoming a turnaround port. You will have passengers flying in to pick up their
cruises and right now, especially for the American market, they have to fly into
either Dublin or into Shannon. As someone who drives all the time from near
Shannon to Cork that is not an easy drive. I think that is a constraint. I do not think it
should limit the ambition. It could be very good for the region if it did happen. They
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should be working closely with the airport in fulfilling that ambition or seeing it
happen and that is a challenge
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

The research has found that Cobh has great potential to become a turnaround port if the local
businesses focus on cruise tourism requirements:
Could be a good base for Europe, in terms of possible cruises that are going between
Europe and the Caribbean. ... I don't think 100% of the focus is on the cruise business
at the moment in Cobh, so I think they'll need to change their mindset. The town
has to become a town that is for tourists first, that it's friendly, that physic it's open
whenever tours are around and it's there for bock and call. I think then the cruise
ships will want to base themselves there. And in terms of the turnaround, Cobh is so
close to so many good things. It does offer good excursion. It is not like bringing
them in the middle of nowhere. It is actually bringing them into a town, rich of
history, and very close to the second biggest city in Ireland. It is a great place to say
"I have ticked the box; I have gone to Ireland; it is fantastic I got to Cork and Cobh"
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

An interesting finding emerging in this study is that there are different cruise market
segments interested in Cork as a turnaround. The Irish and UK market segment, for the
ease of access, and the American market, for the history and legacy Ireland represents
for them:
think that Irish people, would not have to travel to start. For the people in the UK,
it would be very easy for them to come over to Cork. A very short flight, a very cheap
flight so that they will start the journey in Ireland. Even people in the US might think
it is quite nice to start their journey in Ireland. Ireland is a very impressive country,
especially for the American market. They might like the idea of going to a home port
in Cork
/

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.
87

The following participant concurs that Cork Harbour has the potential to become a turnaround
port targeting the US passengers. This professional representing the Irish Tourism Authority,
argues that Dublin as the capital city has the highest chances to become a home port. The
research has found that Ireland will benefit from a turnaround port as the cruise passengers
will have the option to spend couple of days in Ireland, before or after their cruise:
Dublin will become one first, that is the first thing. Cork will absolutely become one,
it will take a few years but it could absolutely become one. /The question \s] does
Cork have enough air transportation to the right parts of the world to facilitate it
being a turnaround port, because the Ireland and Britain market right now is coming
from Britain, US, Germany, and France predominantly. The big opportunity is
probably to be a turnaround port targeting US customers. Ireland, first of all, needs
to have a turnaround port, and it will invariably be Dublin, or indeed Galway, but
Galway doesn't have the port facilities. That's the conditions. Even Belfast wouldn't
aspire. It would aspire, but it knows that it's kind of down the curve a bit because of
the level of their connectivity. Cork could have, and it would have a huge advantage,
because you would get a bed night, or three bed nights, you might get four bed
nights. You have the opportunity for greater revenue coming into the area, and
extending the stay a week, three days before, or a week, three days after.
Absolutely, that should be the ambition
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

An important finding emerging in this research is that Cork's business community is ready to
adapt and meet the cruise liners requirements for a turnaround port, if the opportunity arises:

A big advantage is that we, Cork INC, you know, Cork County, Cork City, Bord Failte,
the Port of Cork, the Cork Airport, we could work together to try to maybe, knowing
that we will have a large number of passengers in, the chance are they will want to
go back to London to connect, to get the flights to go home, the flight schedules
could be amended. We are such a small community in some respects. That a small
size makes us very adaptable to meet particular demands that we want to meet. If a
cruise ship was to make us a home port, I think that we have all the mechanical skills
that the cruise ship's owner might require to bring a turnaround. We can provide the
food, we can provide all the logistical supplies and support that the crew would
require. We can access the passengers in and out. What more do they need? If they
need any more, I am sure we will find a solution for that too. I think it will be a
fantastic opportunity. We would love to, collectively Cork will love to be considered
as a home port for a season. I am sure we will rise to the occasion and we will be
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able to satisfy the cruise ship needs. I think the most important will be the ease of
access for the passengers. They do not want to be going around a long trip to get to
the ship and I think with Cork they would not have to do that
John Forde
Senior Executive Officer, Cork County Council.

4.9

SWOT Analysis - Port of Cork

The researcher objective was to establish what the participants' opinion were concerning the
strengths, weaknesses, opportunities and threats, that Cork harbour would face In becoming a
home port.

4.9.1

Strengths

This study has found that the Port of Cork has a multitude of strengths in becoming a home
port. Cork's nautical heritage, hospitality and facilities are considered powerful selling points
for the harbour:
We have the second largest natural harbour in the world. We have a deep water
berth in Cobh, secondary berthing facilities in Ringaskiddy and tertiary facilities in
the City of Cork. We have a Maritime College and thousands of years of maritime
experience; generations of families that have worked in the maritime industry. We
have a first class piloting facility and service within the harbour. We have the town
of Cobh on the doorstep of the deep water quay in Cobh. We have a rail link to the
city centre and un-congested roads, which need a bit of upgrading to cater for
greater demand going forward. We have a legacy of hospitality in shipping within
Cork and Cobh. They are all unique strengths any harbour would want to have in
terms of becoming a home port
Kevin Cullinane
Head of Communications, Cork Airport.
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The next participant acknowledges as a strength the dedicated cruise terminal:
The strengths would be that we have a dedicated cruise berth which would be able
to handle this [turnarounds]
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

This research acknowledges that the Port of Cork can easily berth some of the largest cruise
ships in the world:
The Port of Cork is leading that would hold larger ships, strengthening the buoys
that they have on the shore side, so that larger ships, what they call quantum series
cruise ships, can be berthed at Cobh. Larger ships, more people, more business it
generates
Andrew Roche
Business Development Manager, Irish Rail.

The following interviewee argues that the Port of Cork has a good base of business already, and
the fame of its Commercial Director as the Chairman of Cruise Europe is a bonus:
The cruise companies know Cork. It has recognition. There is a very experienced
bunch of people there. Michael McCarthy, who is the Commercial Director there, is
well known in the business. He is now Chairman of Cruise Europe. He is very high
profile and his profile benefits Cork as well
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

Another contributor to this research states that Cork's people are one of the most valuable
assets that the region has:
The strengths I would say are our people. We often overlooked the fact that Irish
people by nature are very friendly and enthusiastic about meeting new people as
well. I love when I go down to Cobh to hove a look, and there is a band playing when
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the ships are leaving. From what I can hear that does not happen in many places, so
that is something. It is an intangible, but it is also tangible asset that Cobh has
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

The next interviewee outlines that the opportunity to visit Ireland as a destination is viewed as
an advantage for Cork:

think Cork and Ireland, as a destination, is known so well throughout the world
that this could actually be an advantage in when you are selling the cruises that
people might like the idea of starting in Cork
/

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

Another participant agrees and points out the presence of the nearby airport as a significant
strength for Cork Harbour:
suppose the strength is where we are and who we are. It is the fact that it is
Ireland. Another strength is that we do have an international airport nearby. It is not

/

just going to be Irish passengers getting on board these ships if this happened. They
could be coming from all over [the world]
Hendrick Verwey
Chairman, Cobh Tourism

The research has found that the high quality of the food produced in Ireland will be a marketing
advantage for Cork In attracting the cruise businesses in considering Cork Harbour as a home
port:
Strengths are the supplies, the logistics that the cruise requires. We can give them a
very high quality in terms of the food, other logistics like fuel, oil, parts that might be
required, the skills to make repairs when they are here in shorter time. We hove all
of that. That element [the fuel and the skills] doesn't make us better than other
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ports. I am sure they have those skills os well. What does make us much better,
would be a marketing advantage, is to sell the food. The food that we will be
offering the cruise ships. I think that will make us distinctly more attractive to them
than the other places
John Forde
Senior Executive Officer, Cork County Council.

4.9.2

Weaknesses

This study acknowledges that Ireland just started to recover from a profound recession that
affected Cork's regional development plans as well. Cork is the second biggest metropolitan
area in Ireland, with a motorway connection only to the capital city. The lack of vision and
funding for the development of further motorways to connect Cork to other cities in Ireland is
seen as a weakness for the region, affecting its possibilities to attract a turnaround in the area:
We have come out of a very deep recession in this country. There has been a lack of
investment in capital infrastructure, and even our national development plan is
considered in some corners, as lacking in ambition. We are going to have to invest in
roads and rails and airports to provide the infrastructure if we want these
opportunities to be realised. To me, is a weakness that at the moment we do not
have deep pockets os a nation. We are going to have to prioritise. We have a
phenomenal motorway network in the country now, but it all leads to Dublin; there
is a Cork-Dublin motorway, a Limerick-Dublin motorway, Galway-Dublin motorway,
a

Waterford-Dublin motorway,

a Galway-Dublin motorway,

a Belfast-Dublin

motorway. If we are serious about regional development in Cork as the second
biggest metropolitan area in the country outside of Dublin, how do we develop
that? How do we string together the pearls we have? The port, the airport the
orbital motorway, the structure around Cork, the access into Cork, West Cork, into
Kerry, up north into Tipperary and east into Waterford. To me, that is all about
investment and financing and having a vision to do it. I think we might be somewhat
weak on some levels of that at the moment
Kevin Cullinane
Head of Communications, Cork Airport.
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The research has found that the lack of the required facilities for a turnaround port is seen as a
weakness for the Cork Harbour:
Our weaknesses, I suppose, could be that right now, we do not have all the facilities
in place that are needed
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The following interviewee agrees and outlines that the Port of Cork is overcrowded. The
research has found that dealing with increasing activities generated by turnarounds is seen as a
vulnerability when there is congestion:
There is an issue in Cork, and not just in Cork, with congestion. We hear that when
we go out; the people will say "Oh you know, we were supposed to be coming into
Cobh, and we ended up out in Ringaskiddy". That is an issue that is global, especially
in the larger ports, whether or not they have the facilities to be a turnaround port
when there is congestion at the moment Just handling the traffic, they are handling
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

The research has found that the Cobh Harbour Is located in the heart of the town. There is no
bare land available nearby and providing additional facilities in the area will require creativity:
Weakness is the availability of land, but that can be overcome by being imaginative
Hendrick Verwey
Chairman, Cobh Tourism

Another contributor considers that bringing the cruise passengers from the airport to the port
and return will be a novelty in the area, and the logistics could be challenging:
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A weakness might be moving a large number of passengers from an airport to the
port. That might be a challenge. I do not know if that is a weakness. It is just
something we have not hod to deal with on regular basis and I am sure we can
manage it
John Forde
Senior Executive Officer, Cork County Council.

56% of the participants to this study outline the flight connections and the lack of direct air
routes into the Cork area as weakness:
/ suppose the weaknesses may be the flight connections. We do not have direct
access to everywhere. People from Romania might want to travel to Cork to start

the cruise and then they realise they have to go to Dublin and travel down. They will
feel like they hove a lot of travelling to do before they actually get to start their
cruise. The airline access might be an incentive in encouraging more people to start
their jo urney in Cork
Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The following participant emphasises that Cork's airport connections to the United States are
still uncertain:
We are yet to see the US flights come in. That will have to be tested and evolve and
grow
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

The research has found that Cobh is not tourist focused at a premium level and requires
improvements to be appealing to the cruise businesses looking for new turnaround
opportunities:
People on the cruise ships expect premium level, and I do not think Cobh offers that
at the moment. Kinsale is better equipped than Cobh is, in terms of its tourist focus
at a premium level. I think Cobh lacks star quality that needs to bring it to the next
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level, and that needs work, provisions between all the packs. I think that has some
great stuff very close by. I have looked Fota Island and the Resort, the Lights of
Castlemartyr, the Jameson Distillery, the Cork Castle, the Wild Life Park. I just feel
the town itself could be a bit dated and is not appealing to the eye. This are
weaknesses in my opinion
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

The following interviewee argues that the level of cruise business generated by Ireland is a
weakness for Cork Harbour:

/

suppose establishing what level of business is therefor it out of this area
Andrew Roche
Business Development Manager, Irish Rail.

4.9.3

Opportunities

This research indicates that Cork Harbour is a widely known and esteemed destination port. Its
fame represents an opportunity to become a home port and a chance to evolve the land-based
and cruise tourism in the region:
We are a well-renowned destination port. The opportunity for me is to double our
business, from being a destination port to becoming a destination and a home port.
To me that is a great opportunity to develop more tourism both afloat and ashore
Kevin Cullinane
Head of Communications, Cork Airport.
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The next participant states that the Port of Cork leads and impressive activity with the assets
they have:
\Ne are doing exceptionally well with what we have
Andrew Roche
Business Development Manager, Irish Rail.

The research notes that Cork and Ireland will benefit from a business increase across different
sectors:
Opportunities would be that the ships are being supplied with produce from the
Cork area. The staff may require accommodation the night before, or the people
who join the cruise. They sometimes would stay the night before which is obviously
very good for hotel revenue
Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The following professional participating in this research argues that the brand Taste Cork and
the Irish food strategy will differentiate Cork from other ports in its endeavour to become a
turnaround harbour:
The opportunity is that we would help to raise the profile of Cork. We have a brand
called Taste Cork, we have a food strategy, we are trying to promote our indigenous
food market here in Ireland. 1 think that would have been an enormous advantage.
In addition to selling our natural attractions, we will be able to sell another
attractor, another thing that makes Cork unique. Food would help to differentiate us
from other markets
John Forde
Senior Executive Officer, Cork County Council.

An interesting finding emerging from this study is that the Cobh Harbour is located close to
family orientated attractions, raising an opportunity to become a family friendly port that could
entice the Disney Cruise Line:
96

The opportunity for me is to look at the Disney Cruise Liners and tie in the whole fact
that we are so family orientated as well in Ireland. It is a nice place to bring kids.
Cobh is very close to a lot of good family attractions. They could look at the idea of
making it a family friendly port, capitalising in Cobh the massive mine that the
Disney Cruise Line business could bring into the area. I am certain of it... sure thing
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

The following interviewee argues that the Cork Harbour's possibilities to become a turnaround
port are implausible. Interestingly enough, the same professional highlights the potential of a
new type of cruise that would give the cruise passengers the chance to visit the island of
Ireland, joining the cruise ship in a different port:
think the chances of the ship's complete turnaround is unlikely unless it is a very
small ship. I suppose what they were looking at is partial turnaround port. I was
reading recently that one of the cruise lines, tend to be something top end, but they
are doing overnights and transporting the passengers to a second destination. They
/

are staying overnight in a hotel in a second destination, and the ship is travelling
without the passengers. That could happen in Cobh os well, because we have a train
line here. The passengers could get off the ship, do a half day excursion or whatever
and get on a train to Dublin, and spend more time in Dublin. Alternatively, get the
train straight to Dublin, and spend more time in Dublin than they would if the ship
travelled with them on it. They would pick up the ship the next day, but they are
staying overnight in a hotel. The downside to that is that there is not enough hotel
capacity in Dublin at this stage. If there were an oversupply of hotel rooms, then it
would make sense. You are using up something that is there that could be wasted
otherwise. However, because there are not enough hotels in Dublin, it probably
would not make sense now
Hendrick Verwey
Chairman, Cobh Tourism

The following interviewee does not believe that there are opportunities for any of the Irish Port
to become a turnaround port, unless Ireland is increasing its image in the mindset of the cruise
tourists:
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There is very low awareness. It is a challenge to get Ireland on the mindset and
going to Ireland and pick up a cruise of Northern Europe. ... The market of Ireland
needs to grow both in terms of cruise and in terms of understanding what it is a
turnaround port, then Cork comes in and takes that opportunity
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

An intriguing finding in this study is that both ports serving the capital city are less attractive
than the port in Cobh from the cruise tourists' point of view. In the Dublin Port, the cruise ships
berth into a working dock and passengers are travelling through the containers area, while in
the Dun Laoghaire Port the cruise ships are tendering. The Port of Cork and the Cobh Harbour
provides better scenery and accessibility to the cruise ships and cruise tourists:
The opportunities are there 1 think. It is that Dublin is not ideal as a cruise port.
There is Dublin Port itself; coming into working docks is not attractive. Then Dun
Laoghaire, which is also serving Dublin, is a very attractive arrival point. It is a
tender, but it is gorgeous. As the capital city, Dublin is quite inadequate in its ability
to be an attractive cruise destination. I think Cork would beat them hands down,
regarding that. Coming into Cobh is spectacular
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

This study reports that having a second cruise berth with a proper terminal will be an
opportunity for Cork to achieve the status of a turnaround:
Another opportunity would be to have the second cruise berth, with a proper
terminal, to be able to accommodate the turnaround colls. I do think that the
opportunities are greater than the weaknesses
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

98

4.9.4

Threats

This study has found there are different views concerning the threats, both nationally and
internationally. The expansion of the Dublin Port and its cruise strategy is seen as a threat, even
if Cork represents the core of the maritime heritage of Ireland:
think that the development of a cruise strategy in Dublin will be a threat to us. I
think having the second cruise berth in Cork and the infrastructure in place for the
cruise companies, for the passengers, will consolidate us. Not because we are first,
/

but because the history that we have in Cobh, the emigration, the Titanic, the
Lusitania. I think that link with the cruise ships is something that runs very, very
deep. If we could give them what they are looking for, they will be very happy and
they will be willing to overlook the fact that they are not getting into the capital city.
And the capital city is just two hours up the roads. We could bus them up there and
bring them back again. They could overnight in Dublin and comeback down. I just
think that for hundreds of years, Cork Harbour, Cobh or Queenstown, we have been
to some degree the centre of the maritime heritage in Ireland. We have also had a
significant role in the history of the Royal Navy and in the British Empire. I think the
cruise ships like coming here, but they only come here if they moke money, if they
have the facilities. I think the threat will be having them attracted away
John Forde
Senior Executive Officer, Cork County Council.

The research acknowledges the rivalry between the Irish Port looking to grow their market
share:
We have to remember as well that all the ports compete. While we might be under
one umbrella of Cruise Ireland, we each want to increase our own business
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

The research has found that different harbours are having the ambition and the desire to build
on the cruise business. As a threat, 67% of the respondents argue that the cruise liners could
choose as turnaround a different port than Cork. 44% of the participants perceive that the
Dublin Port is the main threat for the Port of Cork:
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The threat will be Dublin. I do not like even saying the threat is Dublin. ... Dublin
needs to be a turnaround port because the capital city needs to be a turnaround
destination
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

The following interviewee contradicts that nationally the capital is a threat for Cork. The
cruise industry is targeted internationally by terrorism and environmental constraints that
could easily influence the Irish cruise tourism which is dependent on Britain as well:

I do not know if there are threats nationally, as Dublin is not. It will always be the
capital city, but I think it is not well set up at the moment for this business. I think
the threats are probably geopolitical threats. I think that is an issue we are all
dealing with at the moment. We are benefiting from it right now in that ships have
been redeployed out of the Mediterranean and from other trouble spots. It could
happen again, and a lot of the ships itineraries are not just one country. It
is Ireland and England. The industry has been a target for terrorism, and if that is to
happen closer to our shore I think that would be the main threat that we have. Then
there are the environmental regulations that are coming in. A cruise is a big polluter
and the collisions being pushed in place, and I think that is something. If those
regulations are too much for constraint, the ships companies could eliminate us
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

Another contributor concurs and asserts that greater terrorism occurrence might persuade
people to spend their holidays at home, with a detrimental effect on international tourism. The
currency fluctuations could set back a country competitiveness. The strong social and business
ties between Ireland and Britain could aggravate the cruise tourism developing in Ireland.
Brexit is seen more of a threat than an opportunity for Ireland in its attempt to have a
turnaround port:
Unfortunately, we live now in a world of geopolitical terrorism as well. Fortunately,
we see very little of that in these shores or in this country at the moment. However,
all we need is for one major event to stymie international travel and cause people to
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want to stay at home and do more 'staycations'. Which obviously is not good for
anyone. There are some external threats out there that we all need to be vigilant
about.
Brexit is a threat on the horizon. If Britain chooses to leave the EU, where does that
leave our cruise business from the UK to Ireland. People are going to have to go
through a customs check getting into Cork, if they come from the UK. Does that
dampen the enthusiasm to come here? Does it add more bureaucracy and more
cost? Britain is still our biggest source market for tourists through the island of
Ireland. We are developing tourism from France, Germany, Central Europe and the
US; but given the social ties with the UK and the business ties, I think there is a
bigger threat firstly for tourism by Britain exiting the EU than an opportunity.
Obviously currency has worked in our favour in recent years, in that Ireland has been
competitive if you're coming from Britain or from the US and its retaining that
competitiveness. Currency fluctuations have worked in our favour in recent times,
but equally, they could, if there is to be a global collapse as a result of Brexit or some
global impact event, that would be an external threat that could impact equally
Kevin Cullinane
Head of Communications, Cork Airport.

The following respondent questions the necessity to become a turnaround harbour for the Port
of Cork.

/

suppose the threat is there are so many other places that are already doing it. I

think you need to ask yourself the question is it something that Cobh or Cork wants
to do? What are the revenue streams for the port? I suppose the port would have to
drive it, they would have to provide the facilities. If they are getting substantially
more money than they would otherwise get, then they would probably consider it. If
they are not, they would leave it to someone else
Hendrick Verwey
Chairman, Cobh Tourism

Another participant argues that some of the touristic attractions in the region lack the flexibility
and the adaptability to an increase in demand;
One of the threats is that a visitor attraction might not be able to handle the volume
of business, all the cultures, that are on the excursion. If they all arrive at the same
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venue at the same time, they will be waiting to get in or get out, or to see whatever
they are doing. It has to have a seamless experience. In some cases, you may not be
able to expand
Andrew Roche
Business Development Manager, Irish Rail.

The next interviewee outlines that the cruise liners might change the itinerary, skipping the
ports where the passengers become independent from the organised shore excursions:
The threat is that the tourists that come off the ship realize that they could do
everything themselves and they do not need excursions patters and therefore the
cruise liner says "We are not making any money from this. What is the point in
coming in here? We can go somewhere else where they cannot; anywhere we
control where they walk"
Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

Another contributor suggests that the weather will be a threat in starting a cruise in Ireland:

suppose the threats would be the weather. It is not always possible to start your
cruise in Cork. For weather reasons, people probably start them in the
Mediterranean. Because it is a calmer climate
/

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.
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4.10

Strategic Partnerships and Alliances in the Cork Region

The study notes that concurrence in the region is the key to achieving the desired results. 100%
of the participants agree to that;
... The secret to success is the cooperation between all the stakeholders involved of

the cruise business that comes to Cork... It is a question of building an alliance
Andrew Roche
Business Development Manager, Irish Rail.

The research found that the Port of Cork Is already part of national and international
organisations. One of the interviewees acknowledges that there is a new Cork branding
strategy coming out, and identifies the necessity of further local strategic partnerships and
alliances, and involvement from the local businesses:
We are already involved in the Cruise Europe, Atlantic Alliance and Cruise Ireland. I
think Cruise Ireland would be very important in terms of us and our status as a
turnaround port. It would be very important to hove a strategic partnership with the
City Council, the County Council, the Airport, the Hotel Federation and the travel
agents. I do not think that it could be done without them. This whole Cork new
brand messaging that they are going to start with the Cork City Council, cruise
tourism is certainly one of the strategies, one of the objectives. We are very much
involved in that. That would be key, certainly. Turnarounds are totally different in
that. We certainly can ... We need a lot more buy-in from the local business, like the
airports and the hotels, in order to run that smoothly
Sara Mackeown
Commercial Marketing Executive, Port of Cork.

An emerging finding from this study is that Cork needs a coordinating body that encompasses
the representatives from various stakeholders and strategic partnerships;

/ suppose the Port of Cork, who are the experts in what is required in a turnaround

port, would need to sit down with the bodies in Cork, whether that be Cork City
Council, Cork County Council, Fdilte Ireland, and maybe even Cork Airport, and
decide what needs to be put in place ... I think it would need to be a body that
encompasses representatives from these various strategic partnerships ... Maybe
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they need someone from the Irish Hotel Federation as well, on that body, to get the
pros and cons, and the strengths and weaknesses

Evelyn O'Sullivan
Business Development Manager, Cork Convention Bureau.

The following interviewee concurs that the new tourism structure needs to oversee the process
of transforming the Cork Harbour in a turnaround port. A collaborative marketing campaign
with a holistic view and strategy is required:
think the strategy has to be joined up, linking a holistic view, that it is not just
about a home port, or a port or a harbour. It is about the totality of the tourism
offered in the region, and having your local government, your Cork City Council, your
Cork County Council, your tourism partners, Failte Ireland and Tourism Ireland, as
well as the key-stake holders, the tourist attractions, the transport companies, all
aligned, all very clear on the strategic direction we are embarking upon. Then having
collaborative marketing to get tourists here. Without that joined up thinking, we
have disparate marketing campaigns, they are diluted, they're ineffective, and they
don't result. Individual units within that strategy, whether it is the port or the airport
or Failte Ireland, will have their own strategic directions for 3 or 5 years. But in terms
of Cork INC or Cork PORT, we have to have a holistic view and a holistic strategy that
everyone has bought into, that everyone is very clear about what their roles are,
that there are clear metrics measures in place, to measure success against that plan,
and that people are held accountable for it. That will require, I think, a new tourism
entity to oversee that with a very strong board of the key stakeholders, that ensures
as one of the objectives of Cork is to achieve home port status. Then what is
everyone's role and responsibility in that, that needs to be agreed. I think there is the
/

nucleus of something about to happen. It will need structure and people and
processes to make sure it is implemented

Kevin Cullinane
Head of Communications, Cork Airport.

The next participant indicates that the required partnerships already exist, and they need to be
summoned and activated in following the arising opportunities:
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l/Ve have a Haifa million of people in our region, and we have a critical mass in many
respects. But with the critical mass of population, we also have a small enough
community where all of the important partners are only a 'one telephone call away'
from one of another, the Universities, the Failte Ireland, the Tourism Ireland, the
Port of Cork. The heads of all these organisations, meet routinely, to look at
opportunities, threats, in order to respond to the various pressures that have been
applied internally and externally. If an opportunity presents itself, it would be very
easy for all the elements, for the relevant stakeholders to be mobilized to capitalise
on an opportunity. I do not know that any new strategic partnerships or alliances
need to be formed. I think they are already there. They just need to be mobilised to
focus on responding to a particular opportunity. If somebody identifies that Cork
could become a turnaround port and that things need be put in place in order to
capitalize on that, if it was achievable, if it was affordable, if it made sense, if the
business cases stacked up, then Td have no doubt that the relevant stakeholders will
play their part to the full. I think that would be a given
John Forde
Senior Executive Officer, Cork County Council.

The research has found that strategic partnerships and alliances are necessary for any port to
increase its visibility, desirability, and suitability as a turnaround harbour;
There are strategic partnerships and alliances required, but it is not even to allow
Cork to achieve the status of a turnaround port; it is to allow Cork to become a
better port, a cruise passenger port, first and foremost. There are good networks in
Cork, working effectively, working much better than they are in Dublin, I have to say,
where industry connects with the port, and the port is proactive in driving that. They
invest in that, and it holds it together, making the experience better for these
tourists. It is evident in the type of music and stuff that's played on the quayside.
But, there needs to be more. It needs to be stitched back out. There need to be more
players to recognise the importance of cruises to Cork.... Then, keep doing that, Cork
keeps raising its profile, keeps doing better, and the next thing is what you're
looking for. Ireland I think is starting to raise its profile, on a separate work string.
The whole thing starts to become much more visible and as a consequence of that,
the visibility of Ireland starts to open up the opportunity more for that connectivity
to come. ... These things do not work in individual bubbles. The more appeal, the
more interest in Cork, the more interest on the street, the more people who come,
the more money they spend, all of that is used in the business case ... You need to
start and move it up, you cannot just come in and say turnaround port. You have to
prove your worth and build it up. That is what needs to happen
Fiona Buckley
Head of Strategic Development and Futures, Failte Ireland.

105

Another contributor recognises that the Port of Cork is linked up with the proper organisations
around the world. An interesting finding of this study is that more collaboration is needed
regionally, as there is a common benefit for the port, airport, and local authorities. These three
players represent more for each other than their primary roles, a status that is not yet fully
recognised, appreciated and exploited:

think at a global level the Port of Cork is well connected with both prospective users
and clients of the port, as well as with the lobbies within the industry, whether that
is cruise Europe or CLIA. 1 think Port of Cork needs to collaborate more [nationally]. A
/

lot of testosterone in the port business, and that precludes them on collaborating. It
is probably true for other ports, but my experience would be Port of Cork. They need
to be more collaborative in their approach regionally within the city and county.
They need to buddy up with Cork Airport. I think there is a shared interest there that
might not necessarily be recognised. I think they need to buddy up with local
authorities with Cork City Council or County Council who are providers of
infrastructure, but they are more than that as well. That is one of the failings I see in
the strategy, that the local authorities have been consigned to basically planting
flowers in the harbour to make them look pretty, and provide them with public toilet
facilities. I think that is an underestimation of what the local authorities would be in
developing infrastructure and regional development that would allow the Port of
Cork to become a turnaround port ... It is easy collaborating with people on the
other side of the world, but sometimes collaboration ... I think there is an
opportunity for more, shall we say
Lorraine Grainger
Cruise Tourism Consultant, Cork County Council.

Intriguing, the following interviewee recalls that creative thinking and unusual facilities were
used previously by the Port of Cork in attracting the cruise businesses to Cobh. The research
concedes that a similar approach would provide the required facilities for a turnaround port,
using Cork Airport's resources. At the same time, attracting the cruise line businesses to finance
the requisite terminal will ensure its usage:

would just say Cork Airport there to be honest with you; use what you have, just be
a little bit imaginative. Port of Cork uses a pontoon system here on the quayside.
They are two floating barges basically, so the ship is actually out into the channel a
little bit, meaning that the water does not have to be quite as deep near the quay.
/
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When they started doing that first, they knew it would work, and there would be no
safety issues, but they had a job convincing the cruise lines and the captains of the
ships. They had a Job to convince them, and it would be the same with using Cork
Airport as a facility for checking in passengers and bringing them securely to the
port, to the ship. It would just need a bit of persuasion. There is no reason that it
would not work that I can see. And of course, if the cruise line did own the port
[terminal] or had a share in the port, well then they have a vested interest in
ensuring that the facilities are fully used
Hendrick Verwey
Chairman, Cobh Tourism

The same professional argues that Failte Ireland Is not involved enough in the cruise tourism.
Embracing the notion of repeat tourism, the importance of social media nowadays and the role
of the local community is viewed as a strategy to develop further the Port and the cruise
tourism:

Failte Ireland is not actually doing a whole lot here. They do not seem to have
grasped the whole concept of repeat tourism. Those passengers come back on landbased holidays afterwards, and they go away and tell their friends and post a
picture on Facebook, they do not seem to have grasped that. They need to be in
there as well, you know. And I suppose, the community of Cobh has made the port
what it is... There is an investment there by the community as well. It is not all about
money; it is about time and effort, more than paying somebody to do something.
That is important too
Hendrick Verwey
Chairman, Cobh Tourism

The research has found that the connection between the stakeholders in the Cork's region and
the cruise companies is missing.
...

There are the alliances; work has been done in the background before with Cork

Cruise. They hove had meetings on meetings on meetings, and nothing ever gets
done. I know that Cork Coco represents on their behalf, but I just feel there is
something missing. There has never been the connection between the stakeholders
on the ground in Cork and the actual companies that bring this big ships. Until we
get to that stage, I am not sure how it is going to get to the next step ... I do not even
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know if any other town is doing that, but I think Cork should try to do it. There is
potential there to have a fused relationship ... we could have ships coming into the
town every day. Massive business for the area

Stephen Ryan
Head of Marketing, Fota Wildlife Park (present Cork Red FM).

4.11

Summary

This chapter has presented and highlighted the findings of the nine interviews conducted as
part of the research process. The following chapter will summarise the main findings of the
study and present the recommendation for practice and future research.
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Chapter 5.

5.0

Main Findings, Recommendations and Conclusions

Introduction

This chapter presents an evaluation of the main themes of the research findings. The current
study centres on the cruise tourism in Cork. The study examines the overall image of Cork's
harbour today and explores its potential to reach the status of a home port. An analysis of the
impact that the cruise tourism has in the region was also taken into consideration, as well as
the possibilities of Cork businesses to capitalise on the cruise market. Supporting this study is
the analysis of the responses of nine people, who were interviewed as part of the current
research, whose professional responsibility allows them to speak with authority on these
subjects. The interview pool consists of professionals who are involved in the strategic function
of their particular sector, major stakeholders involved In the cruise tourism In Cork.

The analysis and conclusions that follow are based on the researcher's primary and secondary
research. This chapter presents a summary table outlining the key findings of the current study
and

a

summary

table

outlining

recommendations

recommendations for future research studies are presented.
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for

the

future.

Furthermore,

5.1

Capturing the Cruise Tourism Market in the Cork Region

In recent years, the cruise industry has constantly been increasing, while the cruise tourism is
the fastest growing segment of the leisure tourism (Klein, 2011). Seizing a part of the cruise
tourism is important for any region having access to a harbour, as the economic benefits for
the area can be considerably high.

An emerging finding from this study is that Failte Ireland is putting into form the first national
cruise strategy, looking at the opportunity for the cruise sector in Ireland. 33% of the
interviewees stated that "there is a national cruise strategy currently being finalised ... there
wasn't another strategy beforehand" (Chapter 4; 50).

A significant finding from this research is that a combined message is required, as "there are a
few different brandings out there" (Chapter 4: 51). In line with Vogel and Oschmann (2012),
this research acknowledged that the cruise companies are targeting the cruise passengers,
doing extensive research on the market and trends, while the cruise tourists "want to come
into a region and experience the tourism product that is on the ground" (Chapter 4; 52).
The research has found that "the Port of Cork has its own marketing strategy" (Chapter 4: 52),
aimed to the cruise companies and their passengers. Great efforts are made by the Port of Cork
to foster positive working relations with operators by visiting them two to three times a year
(Failte Ireland, 2012). 56% of the participants stated that the Port of Cork is responsible for
driving the Increase in the cruise tourism and promoting Cork as a cruise destination, while the
community is supporting them: "I think it comes naturally to people in this region, because for
generations they have been involved in the tourism business" (Chapter 4: 53).

This study notes that the Port of Cork is working closely with the Cork County Council, planning
to develop a second berth in Cobh to accommodate more cruise ships in the harbour. "We
understand that the market is there, so we have to try to exploit it in the best possible way that
is sustainable for the town" (Chapter 4: 82). WCED (World Commission on Environment and
Development) states that sustainability was defined in 1987 by Brundtiand Commission as
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'development that meets the needs of the present without compromising the ability of future
generations to meet their needs' (in Klein, 2011).

In line with Klein (2011), this research has found that one of the Cork County Council's role is to
support the economic development locally, providing the facilities and the expertise to
accommodate a new berth. "In terms of a value capture strategy, for us, is getting a second
berth in Cobh" (Chapter 4: 53) and increase the number of cruise ships coming in Cobh and
West Cork.

Supporting Klein (2011), a significant finding from this study is that the businesses in Cork find it
difficult to capitalise on the cruise tourism generated by the harbour. In line with Brida and
Zapata-Aquirre (2008) and Klein (2011), this research has found that a major income stream for
the cruise ships are the shore excursions they sell onboard. "It is an important part of their
revenue generation for people to go on excursions" (Chapter 4: 51). In line with Mak (2004),
this research acknowledged that the cruise industry decisions are taken based mainly on the
revenue it creates for their cruise ships. "It is all down to how the lines can make money"
(Chapter 4; 55).

This study highlighted the importance of having a proactive attitude, developing new shore
excursions to be sold to the cruise companies and finding new harbours and niche experiences.
"We realised that Cork, generally, is not just Cobh ..., but it is all our other little harbours and
islands along the way" (Chapter 4: 54). In line with Orams (2002), this research study has found
that the cruise tourism has a major economic value, especially in remote locations, a finding
that is argued by one of the interviewees as follows: "the spend by the passenger when they
land in West Cork will probably have a much more significant impact on the local economy"
(Chapter 4: 53). However, the question must be asked as sustainable for whom, as the directly
impacted local communities and stakeholders are not normally included in the determination
of sustainability (Klein, 2011).

Ill

5.2

Attracting Onshore the Cruise Tourists

When the cruise ship reaches a destination, some of the passengers go on organised shore
excursions; other cruise tourists prefer to visit the destination by themselves, while some of the
travellers chose to stay on the ship for various reasons. This research has found that the first
two categories have a certain economic impact on the destination, but the third will not
generate any income for the area unless there is a way "to entice them off" (Chapter 4: 58). In
line with Bergen (2006), Mak (2004) and Robinson et al. (2011) this research has noted that the
cruise passengers that were visiting a destination previously will prefer to remain onboard
unless something special catches their attention, something like a 'WOW experience'.

In line with Manning (2012), this study found that more cruise passengers are going onshore
when the cruise ship is berthed in Cobh than in Ringaskiddy. "I think not landing at a working
port is very attractive" (Chapter 4: 58). The town scenery, "the natural beauty, the
attractiveness and the attractions that are available" are enticing the cruise tourist's curiosity
and desire to explore the area (Chapter 4; 58-59). Another major element in encouraging the
cruise passengers to leave the ship and explore more is the quality of the tourism information
presented on board, via the cruise tourism ambassadors that go onboard each ship, the flyers,
the map that the passengers receive and the newsletters the cruise companies present in the
staterooms. A disturbing finding of this study is that on several occasions "passengers are
walking around Cobh with a map of Cork City in their hand ... because the cruise ship [company]
... has not told them" where the ship is docked (Chapter 4: 56).

A significant finding of this research study is that the possible visitors from around the world
are not aware of Cork's region and the town of Cobh numerous attractions and location. The
cruise passengers have to be educated about the destination before they decide what cruise
they will pick next, "...having a strategy to develop tourism and then marketing the destination
internationally" is seen as a must for Cork (Chapter 4: 59).

The research has found that most of the cruise passengers are attracted onshore by the
organised tours and activities. The visitors that take longer tours are rushing back to make the
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ship's departure time. Supporting Manning 2012, this research has found that "the
independent person coming ashore is always more valuable for the destination" and is more
inclined to spend money onshore (Chapter 4: 57). However, the cruise ship companies are
opposing to that independency, as "there was an increase in the occurrence of passengers not
pre-booking excursions" (Chapter 4: 60), as a consequence of the harbour's being so close to
the town. This ease of access is considered a plus by many cruisers, as they can leave the ship
on their own rather than requiring a tour (Manning, 2012).

33% of the participants have suggested packages and discounting to encourage the passengers
that want to visit the destination by their own; "Cork needs a better city map ..., a cruise
specific one that makes recommendations to the places you could go to and maybe get
discounts" Chapter 4; 60). A quite interesting finding is that the crew has an impact on the
passengers' decisions to go visit the destination and the activities they choose: "the crew,
because they enjoyed It so much, told all of the passengers 'You have to be there'; so it was full
to capacity" on the following occasion (Chapter 4; 57-58).

Supporting Manning (2006), Robbins (2006) and Stynes (1999), this research notes that the
port's revenue generated by the cruise tourism "it may be a very small part of their overall
revenue ... but... everyone benefits" (Chapter 4: 61).

5.3

Converting the Cruise Tourists to Land-Based Tourists. The Intention and
Likelihood to Return to a Destination

A previous finding indicated that the cruise tourists had lower inclination to revisit a destination
when compared to land-based tourists (Larsen and Wolff, 2016). This study found that, on the
contrary, the "cruise visitors have a much higher potential to return to a destination that they
visit on a cruise than any other traveller" (Chapter 4: 61-62). The high rate of intention to
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return to Ireland is confirmed by 44% of the contributors to this research. One of the
participants acknowledged that: "the more of them [cruise passengers] we get [to Ireland], that
40% who do return becomes a bigger quantum" (Chapter 4: 63). This research notes that it is
an opportunity to increase "the whole economy in the region" (Chapter 4: 66). However,
Robbins (2006) cautioned that it is a development opportunity, but its potential should not be
overstated, while Larsen and Wolff (2016) argued that it seems more likely that cruise tourism
is replacing the land tourism rather than generating new land based tourism.

A significant finding emerging from this research is that Failte Ireland has surveyed the cruise
passengers' regarding their intention to return, but nothing was done to convert "it from
'intend' to return to an 'action'" (Chapter 4: 61-62). The research identified as problematic the
lack of access to passengers contact details and data in order "to target and re-target them"
with attractive offers and information about places to visit in Ireland (Chapter 4: 63). An
interesting finding of this study is that 'something like a festival' could be organised when the
cruise ships are in the harbour. This special event will give the chance to the local businesses to
showcase "what they have on offer... if they [the passengers] never get a sample of it, they will
never want to return; they won't have the willingness or need to" (Chapter 4: 65).
According to 78% of the participants, the cruise passengers' decision to return to a destination
is highly influenced by the people they meet, the places they visit and the overall experiences
they have in the region: "We maximise the opportunity to give the people who come aboard
the best possible experience in the shortest possible time, that they go away thinking 'yeah, I'd
love to come back here again, maybe spend a week or more'" (Chapter 4: 63).

In line with Failte Ireland (2012), this research study notes an outstanding collaboration
between the Port of Cork and the Cobh Tourism to ensure the cruise passengers feel welcome
and have the best possible onshore experience. An emerging finding from this study is that the
passengers have to return on board overwhelmed, surprised and have their expectations
surpassed, to consider Cork as a destination for future holidays.

Interesting enough, one

interviewee mentioned that the cruise tourist "go away and spread the word" (Chapter 4: 64),
taking pictures and sharing them with the world using the social media channels. An emerging
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finding from this research is that social media activity of the cruise passengers while visiting the
destination is raising international awareness and creates interest in the destination for other
people, potential tourists for the region. This contradicts the findings of Larsen and Wolff
(2012) that stated that no significant differences as to willingness to recommend the trip to
others was observed.

5.4

Attracting Onshore the Crew and Capturing the Cruise Staff Market

This study has found that the crew return to a destination often and are more familiar with the
harbour and its surroundings. "A lot of them stay very close to the ship" (Chapter 4: 67), as
their working patterns will not permit some of them to venture too far. "The crew have less
free time off, less money sometimes" (Chapter 4: 68). The availability of the free Wi-Fi and
crew discounts are attracting the crew onshore, a finding supported by 55% of the
interviewees. An interesting finding is that "the shops, pubs and restaurants will benefit more
from them than they will [benefit] from the cruise passengers" (Chapter 4: 67).
This current research acknowledged that only some of the cruise staff members are going
onshore: "You do not get all the crew off; you get only a portion of them" (Chapter 4: 69).
Some of the crew will have port manning duties, which means that a certain minimum number
of [the] crew must, by law, be aboard a cruise ship while it is in port, enough to evacuate the
ship if necessary (Travel Industry Dictionary). Other reasons for the crew not going onshore are
the working hours and immigration procedures.
An emerging finding from this current study is that the cruise staff is a niche of the cruise
tourism market, currently unexplored properly. "We wouldn't be targeting staff to come
onshore particularly" (Chapter 4: 67), missing the opportunity to capitalise on the cruise staff
market. Two participants believe that the crew are similar to the cruise passenger regarding the

115

reasons to go onshore, while the following Interviewee outlines that "the crew needs will be
very different from the passengers' needs" (Chapter 4; 67-68).
The research has found that the crew onboard are 'business influencers', an intriguing finding
sustained by 44% of the contributors to this study. "If they have a good experience, they can
relay that to the guests" (Chapter 4: 69). The cruise staff can influence both the cruise
passengers and other crew members to go onshore and decide the type of activities or
attractions they choose to spend their time and money on. One participant cautions that
"speaking to so many of the cruise people, is important for them [the crew] to be selling the
right message" (Chapter 4: 69). This finding is further enhanced by another interviewee that
suggests "a familiarisation trip; they get a bit of a flavour of what Cobh is like and then they talk
to passengers later".

5.5

Converting the Cruise Staff to Land-Based Tourists. The Intention and
Likelihood to Return to a Destination

Regarding their intention to return to a destination, this current research has found that similar
to the cruise passengers, the crew will be likely to come back to a destination that exceeds
their expectations, provides value for money and quality of the services. "If the destination is
appealing, has delivered on their first experience, stood out, and they felt there was more to do
than they thought, the people were great, and it was great fun" then they would like to come
back (Chapter 4: 71). The affordability of a holiday to Ireland is seen as an issue for the crew.
An interesting finding emerging from this research is that an email database could be created
onboard the ships, with the crew contact details. Having access to their emails will allow the
tourism providers to target the crew with promotions, encouraging them to "spread the word"
via social media channels (Chapter 4; 70). Most cruise lines have some type of crew welfare
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committee, crew club, or crew relation officer responsible to organise and oversee crew
activities, such as crew tours, bingo nights, discos, ... always trying to come up with something
new to do (McLean, 2012).
78% of the participants believed that the likelihood of the cruise staff to return to a destination
is similar to that of the cruise passengers. "I wouldn't discriminate between passengers and
crew in terms of trying to get them back" (Chapter 4: 71). Another participant deemed contrary
and stated that would be more difficult to achieve, and "would require a whole separate
strategy" (Chapter 4: 70). One contributor claimed that the cruise staff are unlikely to return to
a destination they visited while working on a ship. "... going home; not travelling to exotic
destinations like Cork" (Chapter 4: 73), that is their actual holiday.

5.6

Strategies to Create Ancillary Revenue for Cork Harbour and its
Hinterland

The issue is not that cruise tourism is doing nothing, but it can do more (Klein, 2011). An
intriguing finding is that a subtle but effective strategy is required to generate ancillary revenue
in the Cork's region. This strategy has to maintain the positive visitor experience, and has to
generate appealing earnings locally, without interfering with the cruise ships income streams.
"The commercial world of Cork needs to put a solution in place that will commercially appeal to
people coming in, but also delivers to their own businesses" (Chapter 4; 73). One advantage of
the cruise liners is that they can relocate their ships in such a way that the highest revenues are
achieved. Supporting this finding De Monie et al. (1998) has stated that the reasons most often
cited as the driving forces behind a pot's removal from itineraries are: negative passenger
experiences such as high crime victim rates amongst tourists or problem with taxi drivers, the
negative attitude of the locals and poor excursion opportunities.
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Supporting Mak (2004), this current study found that the Port of Cork would encourage the
sources of income that are giving back to the cruise ships. Fearing the ship redeployment, one
interviewee highlighted that any strategies to create additional earnings in the region should
not affect the cruise liners' revenue generation. "If their [cruise liners] revenue streams drop
significantly, then they won't come to Cork" (Chapter 4: 75).

In line with Manning (2006), this research notes that the cruise companies have shopping
arrangements based on paid advertisement, likely to benefit more the cruise companies rather
than the local businesses. The research has found that it would be "difficult to get the product
first, as it is not mass tourism" (Chapter 4: 75). The participants in this study have had several
suggestions, including: a retail element where the tour buses could stop on the way back to the
ships, or an incentive package for the corporate groups, or finding niche experiences for the
cruise passengers to enjoy, or building a new terminal in Cobh.
A startling finding of this research has been that the local businesses are not aware of their
role. These firms do not adjust their opening times, operation and offerings to the increased
numbers of cruise ships calling into the harbour, missing the opportunity to grow their revenue.
"If you are going to be part of this business then you have to be open when the ship arrives; it's
up to the local businesses to think of themselves and work together how they are going to
attract few people for their revenue streams" (Chapter 4: 76). In line with Manning (2012) their
position is somehow understandable as "the [tours] itineraries are scheduled that there'll be no
free time for the passengers to walk through the village" (Chapter 4; 76). However, by
understanding the types of expenditures as well as how much is spent, local entrepreneurs in
ports receiving cruise ship visits can better understand their customers' expectations and needs
and handicraft producers and sellers can direct their efforts into the types of souvenirs in
demand (Douglas and Douglas, 2004).

An emerging finding in this research is that the main regionally stakeholders could complement
and augment one another, supporting the Port of Cork' endeavour. "It is a win-win partnership
... if we can augment and complement what the Port of Cork is doing ... everyone benefits"
(Chapter 4: 78).
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5.7

Increasing the Ships' Deployment to Cork Harbour

In line with Mak (2004), the research has found that the cruise companies' decisions to relocate
their ships are based on revenue generation and market demand. "'Our ship is mobile, where
do we put it for maximum revenue', that is what they are looking for" (Chapter 4: 81-82).

56% of the interviewees have outlined that the cruise liners are deploying their ships to ports
that are in regions which appeal to their passengers: "they are going to come if it is attractive
to their passengers" (Chapter 4: 82). Looking at the trends and providing the experiences that
the cruise passengers desire will have a direct impact on the cruise ships' deployment to Cork
Harbour. "If we can satisfy the customer, we satisfy the cruise businesses, and the cruise
businesses will say: 'Well, everyone wants to go there, so we need to send more ships there'"
(Chapter 4: 81).

CLIA (2016) has reported an increase in overnight occurrences. An emerging finding in this
research is that the opening times of the businesses in the region have an impact on the
decision to send more ships to the port and the length of their stay. "If we had a longer
[working] day, other ships could be pulling in the afternoon and stay there ... I do not see a
reason why everything has to shut down" (Chapter 4: 81). This current study has found that
"some of the cruise ships ... are coming in December", extending the regular cruise season
(Chapter 4: 80). Same contributor has voiced "the challenges of making sure that everything is
opening in December" (Chapter 4: 80).

Research conducted by Red C Research Ltd in 2010, argued that local ports need to work
together in order to provide consistent service across all ports (in Failte Ireland, 2012). This
current research study has found that Irish ports compete with each other. One interviewee
has expressed her frustration seeing "the extent of the competition between Irish ports" and
suggested that the ports "should be collaborating more" (Chapter 4: 78-79). The idea of
collaboration between competitors is not new. Coopetition is a word coined by Harvard
Business School to describe cooperation among competing companies who make a decision to
work together in specified areas (Hussey, 2010), to achieve mutually beneficial results. A
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finding which emerged from this research is that the coopetition amongst Irish harbours will
broaden the experiences offered to the cruise lines and their passengers. "Selling the
destination rather than the port" (Chapter 4: 78-79) will allow Ireland to promote and offer
different type of harbours, and experiences tailored to each of the cruise companies'
preferences.

This study has outlined that Cork Harbour has the capability, the capacity, and the competency
to handle an increased activity: "those three C's are really Important to grow the business going
forward" (Chapter 4: 83).

Supporting Manning (2012), this research has found that the cruise liners prefer to be berthed
in Cobh, not in Ringaskiddy. "To attract the additional cruise ships, will be to give them the
comfort that when they come here, there is every possibility that they will be able to berth
alongside Cobh" (Chapter 4: 82).

Klein (2011) argues that as cruise tourism has grown, demand for terminal facilities has also
expanded. There are plans for a second cruise berth to be built in Cobh: "We are now at our
capacity; to get more ships coming is to be able to extend that capacity" (Chapter 4: 82). Similar
to Braun and Tramell (2006), and Brida and Zapata-Aquirre (2008), one interviewee has
questioned the economics of a new terminal in Cobh: "second cruise berth, will it ever pay"
(Chapter 4: 84). Interestingly enough, the same participant has suggested a strategy to attract
more ships and ensure that the new planned facility will be used as best as possible: attracting
a cruise company to finance the building of the new cruise berth. "If they invested, they are ...
going to use it ... whatever amount of time it is going to take to get a return on their
investment" (Chapter 4: 84). However, Klein (2011) cautioned that the effect of a cruise
company operating its own cruise terminal is that income generated from cruise tourism
increasingly goes into corporate coffers rather than local purses.

Another finding from this research is that "Ireland has not realised its potential yet in the cruise
business" (Chapter 4: 78-79). This research has discovered that "Ireland INC as a country can do
more on improving the awareness of Ireland as an appealing destination" (Chapter 4: 79-80).
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5.8

Cork Harbour Potential to Became a Turnaround Port: 'Cork - Home port
Concept'

Turnarounds for Irish ports would be an option but possibly only on a small scale (Failte Ireland,
2012). The report of Failte Ireland (2012) has cautioned that Ireland does not have enough of a
local cruise going population to attract a large volume of turnarounds. However, Lekakou et al.
(2009) have proved that the cruise companies consider the facilitation of the passengers as the
fourteenth most important factor when choosing a home port. The current research has noted
that the tourists cruising the most come from the US. According to Census data, there are 39.6
million American who claim Irish heritage; that number is almost seven times larger than the
entire population of Ireland (Irish Central, 2016). This study has found that "Ireland is a very
impressive country, especially for the American market; they might like the idea of going to a
home port in Cork" (Chapter 4: 87).
An emerging finding in this study is that one of the Irish ports could become a home port,
attracting a company to establish turnaround cruises in Ireland. "Ireland, first of all, needs to
have a turnaround port" (Chapter 4: 88). The research has found that the opportunities exist,
as cruise organisations and itinerary planners are under constant pressure not only to source
new ports of call but also to careful select the ports of (dis)embarkation, as essential to the
overall perspective of the cruise (Lekakou et al., 2009).

In line with Lekakou et al. (2009), this current study has acknowledged that the Cork region
would have major benefits if the port manages to attract turnaround cruises. "The advantages
of having a turnaround call are huge" (Chapter 4: 84-85). The harbour status as a home port
has a significant economic Impact across the value chain, for the port, the airport, the hotels,
the transport companies, the wholesale distributors, even the refuse companies. "Economically
the region benefits ... there are catalytic impacts right across the value chain" (Chapter 4: 86).

The research has found that the Port of Cork has had some small turnaround cruises. The port
is missing some of the required facilities to become a home port and handle turnarounds.
"However, we had overcome this in the past when we had to (Chapter 4: 84-85). This current
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study has highlighted that a basic requirement for a port to attract turnaround cruises is to
have a nearby airport with international connectivity. "If 'Cork as a home port' concept can be
built, it means that the Port and the Airport need to be aligned" (Chapter 4: 86).
A significant finding emerging from this current research is that the local businesses are having
tight connections in the Cork region, and the local government is ready to support them if an
opportunity would arise for the Port of Cork to become a home port. "We would love to,
collectively Cork will love to be considered as a home port for a season; we will rise to the
occasion and we will be able to satisfy the cruise ship needs" (Chapter 4: 88-89). Hussey (2010)
has cautioned that the successful cooperation requires strong commitment over a sustained
period of time by each company while also developing a system of dealing with any conflicts
that may emerge.

33% of the interviewees had suggested a joint strategy for the Port and the Airport. One
participant has argued that the Port could use the Airport facilities for parking, check-in,
security, custom and immigration processes: "... could use the full facilities of Cork Airport"
(Chapter 4: 85-86).

5.9

SWOT Analysis - Port of Cork

SWOT is a situation analysis in which internal strengths and weaknesses of an organization, and
external opportunities and threats faced by it are closely examined to chart a strategy
(BusinessDictionary.com), a tool used in the preliminary stage of strategic decision-making
(Johnson et al., 1989). London (2010a) stated that the application of the SWOT model depends
on the Identification and evaluation of two internal elements, i.e. strengths and weaknesses
and two external elements, i.e. opportunities and threats as follows:
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Internal elements

External elements

Strength

Weakness

De\'elop

Eliminaie

A resource, asset or capacit}'
which can be used to achieve
objectives

A limitation, fault or defect \\1iich
will preclude the achiei'ement of
objectives

Opportunin'

Threat

Exploit

^M^aie fOpiimiset

A fa\’ourable circumstance which
can help promote objectives

-An unfa\‘ourable circumstance
which is potentially damaging to
the achiei'ement of objectiies

Source: Adapted from Karppi (2001, p 16) and Dealtr>* (1992, p 14).

Table 2 Swot analysis explained (London, 2010a)

5.9.1

Strengths

Lekakou et al. (2009) argued that the availability of an international airport is vital for every
cruise home port as, in the majority of cruises, it stands as the crucial link and facilitator
between the origin of the passenger and the departing point of a cruise ship. This current
research has found that the presence of "an international airport nearby" represents a
significant strength for the Port of Cork (Chapter 4: 91). The Cork Airport can facilitate foreign
passengers travelling from around the world to join a ship in Cork or Cobh. The research has
outlined that the American passengers "might like the idea of starting [the cruise] in Cork"
(Chapter 4: 91).
This research discovered that Cork Harbour has the second largest natural harbour in the
world. Lekakou et al. (2009) has found that the depth of the port is the sixth decisive factor for
the cruise businesses when choosing a home port. The port could safely accommodate several
ships a day. It has a deep water berth in Cobh, second berthing facilities in Ringaskiddy and
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tertiary facilities in Cork City. The ships are docked close to a town centre or in the city, and a
railway connects the harbour with Cork. "They are all unique strengths any harbour would
want to have in terms of becoming a home port" (Chapter 4: 89). This current study has found
that the Port of Cork could accommodate different ships, from smaller to some of the largest
ships in the world, which is seen as a major strength for the harbour: "we have a dedicated
cruise berth which could be able to handle this" (Chapter 4: 90).

The harbour location positions the Port of Cork in a part of the world that would provide ease
of access for cruises to several European destinations. "I think Cork and Ireland as a
destination, is known so well throughout the world" (Chapter 4: 91).
Manning (2012) has outlined that the cruise ships are loading the produce for the cruise in its
home port. An emerging finding of this research is that the recognised quality of the food
produced In Ireland is seen as a marketing advantage for attracting the cruise lines establish a
home port in Cork. "The food that we will be offering the cruise ships; I think that will make us
distinctly more attractive to them than other places" (Chapter 4: 91-92). However, the study
conducted previously by Lekakou et al. (2009) has ranked ships supplies/provisions as ninetieth
factor the cruise companies takes in consideration when choosing a home port.

5.9.2

Weaknesses

Lekakou et al. (2009) have stated that by acknowledging their potential to be future home
ports, relevant port authorities might develop practices to solve problems that might be
associated with such selection.

This current research has found that the Cork Harbour is missing some of the facilities required
by cruise companies to consider it a home port. "We do not have all the facilities in place that
are needed" (Chapter 4: 93). However, Lekakou et al. (2009) have argued that infrastructure for
passengers' embarkation/disembarkation is ranked the seventh, the services related to security
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are ranked the ninth, while the baggage handling is ranked the twenty-seventh factor by the
cruise companies when judging the attractiveness of a home port.

Lekakou et al. (2009) have found that the cruise companies consider the air connections as the
third most important factor when choosing a home port. In line with that, this current research
has found that a significant weakness for the Cork Harbour is indeed the Cork Airport's flight
connections. This weakness was expressed by 56% of the contributors in this study. "The
weakness may be the flight connections; we do not have direct flight access to everywhere"
(Chapter 4: 94) and "We are yet to see the US flights come in, that will have to be tested and
evolve and grow" (Chapter 4: 94).
An important finding emerging from this study is that the lack of vision and funding is a major
weakness for a port/region/country in attracting the cruise lines to establish a home port. "Is a
weakness that at the moment, we do not have deep pockets as a nation; ... it is all about
investment and financing and having a vision to do it" Chapter 4; 92).

The fifth factor that the cruise businesses consider important when choosing a home port is the
capacity to handle a large number of passengers simultaneously (Lekakou et al., 2009). In line
with Lekakou et al. (2009), this current study has acknowledged that "a weakness might be
moving a large number of passengers" (Chapter 4; 94).

5.9.3

Opportunities

An important finding in this current study is that from the cruise tourism point of view, the
capital city harbour is not appropriate as a home port when considering its attractiveness. This
is an opportunity that the Port of Cork could capitalise on when building its proposal to become
a home port. "The opportunities are there I think ... as the capital city, Dublin is quite
inadequate in its ability to be an attractive destination; I think Cork would beat them hands
down regarding that; Cobh is spectacular" (Chapter 4: 98).
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A significant finding of this research is that the Port of Cork is a well-renowned cruise
destination port, with a clear chance to become a home port. "That to me is a great
opportunity to develop more tourism both afloat and ashore" (Chapter 4: 95). Developing a
cruise port to a home port would be beneficial for tourism in the region, while helping port
boosting their business (Lekakou et al., 2009).

The areas of touristic attractions are considered the twentieth important factor by the cruise
companies choosing a home port (Lekakou et al., 2009). However, this current research has
established that the close proximity to family orientated attractions provides the chance for the
Cork Harbour to become a family friendly port. The Port of Cork has an increased opportunity
to target the Disney Cruise Lines company with a home port proposal, as their main customer
base are families with children. "They could look at the idea of making it a family friendly port,
capitalising in Cobh the massive mine that the Disney Cruise Line business could bring into the
area" (Chapter 4; 96-97). Morgan and Power (2011) have stated that the fastest growing
segment of the cruise tourism is the family travel, while CLIA (2016) report has proved an
Increase of the intergenerational cruising. This research has found that Cork Harbour would be
a perfect destination for families with children, travelling with grandparents as well, especially
for those claiming Irish heritage.

An emerging finding of this research is that Cork has greater opportunities than weaknesses to
become a home port, and building a second cruise berth with a proper terminal with increase
Its chances significantly. "Another opportunity would be to have a second cruise berth, with a
proper terminal, to be able to accommodate the turnaround calls; I do think that the
opportunities are greater than the weaknesses" (Chapter 4; 98).

5.9.4

Threats

Several findings from this current research are supporting those of London (2010a): the fear of
terrorism attacks and increase of 'staycations' (Chapter 4; 100-101), the environmental
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regulations (Chapter 4: 100), the capacity and the flexibility of the attractions (Chapter 4: 101102), the Irish weather (Chapter 4: 102), could be considered threats for the Port of Cork
reaching the home port status. Lekakou et ai, 2009) has argued that the safe and secure
environment would be the second most important factor a cruise company takes into
consideration. However, the other two factors are less important as the cruise is mainly using
the home port to (dis)embark the passengers, and the importance of this two factors is higher
for a destination port than for a home port.
This current study has found that a significant threat for the Port of Cork is the cruise
businesses choosing a different home port in Ireland. This finding was expressed by 67% of the
participants: "The threat will be having them attracted away" (Chapter 4: 99). 45% of the
interviewees have highlighted the Dublin Port as the main threat for the Cork Harbour. "Dublin
needs to be a turnaround port because the capital city needs to be a turnaround destination"
(Chapter 4: 99-100). One contributor disproved and argued that Dublin "is not set up at the
moment for this business" (Chapter 4: 100), as it is more a commercial port than a touristic
port. However, "the development of a cruise strategy in Dublin will be a threat to us" (Chapter
4: 99), acknowledged the representative of the Cork County Council.
Klein (2011) argued that ports increasingly feel pressure to construct new cruise terminals and
often compete with neighbours for business. This research has found that the competition
between the Irish ports for growing their market share and the industry rivalry is seen as a
threat for the Port of Cork. "While we might be under one umbrella of Cruise Ireland, we each
want to increase our own business" (Chapter 4: 99). This current research study has shown that
a countermeasure for this threat is the coopetition. Supporting this finding, Hussey (2010) has
claimed that ultimately, the development of trust between participating companies is the key
to success while also recognising that they will continue to compete in many core areas.
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5.10

Strategic Partnerships and Alliances in the Cork Region

Lavinsky (2013) argued that one of the biggest mistakes business owners make is trying to do
everything alone. Supporting Hussey (2010), this research notes that the concurrence in the
region is the key for the Port of Cork to achieve a home port status. 100% of the participants
have expressed similar views. 'The secret to success is the cooperation between all the
stakeholders involved in the cruise business that comes to Cork ... it is a question of building an
alliance" (Chapter 4: 103). A strategic partner is another business with whom you enter into an
agreement that aims to help both of you achieve more success (Lavinsky, 2013).
One contributor disagreed the need of new strategic partnerships and alliances: "they are
already there; they just need to be mobilised to focus on responding to a particular
opportunity" (Chapter 4: 105). This research has found that the relevant stakeholders will be
ready and play their part to the full if the business case would be deemed feasible. "If
somebody identifies that Cork could become a turnaround port and that things need be put in
place in order to capitalise on that, if it was achievable, affordable, made sense, the business
cases stacked up, then I'd have no doubt that the relevant stakeholders will play their part to
the full" (Chapter 4: 105).
An important finding has been that the Port of Cork would require "a lot more buy-in from the
local businesses" (Chapter 4: 103) to trigger a home port status. The participants to this studies
highlighted that the local government (Cork City Council and Cork County Council), the tourism
partners (Failte Ireland and Tourism Ireland) and all the key stakeholders (the Airport, the Hotel
Federation, the Travel Agents, the Tourism Attractions, the Transport Companies), have to be
"all aligned and very clear on the strategic direction they are embarking upon" (Chapter 4;
104).
An emerging finding from this research is that the success of this objective would require a new
coordinating tourism entity with an adamant board of the key stakeholders. Its role would be
to oversee and ensure that Cork achieves the home port status. "It will need structure and
people and processes to make sure it is implemented" (Chapter 4:104).
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This research has found that the Port of Cork is an active member of Cruise Europe, Atlantic
Alliance and Cruise Ireland. "I think that Cruise Ireland would be very important in terms of us
and our status as a turnaround port" (Chapter 4: 103). Cruise Ireland is a voluntary body, a
network made of representatives of the key stakeholders (main ports, some of the excursion
companies and the bigger tour operators).
An emerging finding from this current research is that the Port of Cork, the Cork Airport and
the Cork County Council have the opportunity to collaborate more. "I think there is a shared
interest there that might not necessarily be recognised" (Chapter 4: 106). This research has
found that a role of the Cork County Council Is to develop the region economically, while the
port and the airport are both important players with a significant economic impact on the area.
A partnership between these entities is viewed as beneficial for all the sectors of the regional
economy. "The advantages of having a turnaround call are huge, because it means that
passengers will potentially fly into Cork Airport, business for the Airport; secondly, they would
probably come a day or a night ahead of their cruise, so instantly they go to a hotel as part of
their package, they stay overnight, money to the hotel business; ... then they have to stock
their ships, big advantage for the wholesale distributors" (Chapter 4: 84-85).
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5.11

Summary Table of the Main Findings

Capturing the cruise tourism market
The cruise tourism market is constantly growing, and its economic benefits for a region
can be high.
Traditionally, the cruise companies are researching the market and the consumer (the
cruise tourists); their main objective - maximising their cruise ships' revenue.
The shore excursions are an Important revenue stream for the cruise companies.
Having a proactive attitude, developing new tours and niche experiences are ways to
capture the cruise tourism market.
There are few different tourism brandings, and a combined message is needed.
The Port of Cork has its own marketing strategy targeting both the cruise companies
and the cruise passengers.
56% of the interviewees argued that the Port of Cork is responsible for the increase in
the cruise tourism and promoting the region.
The Port of Cork and the Cork County Council are planning a second cruise berth with a
dedicated terminal in Cobh.
The local economic development is a role of Cork County Council.
Local businesses in Cork find it difficult to capitalise on the cruise tourism that the Cork
Harbour generates.
The train station in Cobh boosts the business and image of Cobh Town.
Failte Ireland is finalising the first national cruise strategy - acknowledged by 33% of the
participants as the first overall cruise strategy in Ireland to date.
Cruise Ireland Is a network of main stakeholders, a voluntary body.

Attracting onshore the cruise tourists
•

There are three categories of cruise tourists: those going on organised tours, those
visiting the destination by themselves (individual tourist) and those remaining onboard.

•

Most cruise passengers are going onshore in organised activities and shore excursions;
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however, there is an increase trend towards not pre-booking excursions.
•

Those taking loig tour excursions are not spending much money in a destination; they
rush back to the ship to arrive in time for the ship's departure.

•

The independeit person coming onshore is likely to spend more money than those
going in organised tours; however, the cruise companies are resisting the cruise
passengers' independence.

•

The tourists that remain onboard have no economic impact on the destination; the
solution is to entice them off the ship.

•

The cruise tourists prefer the harbours close to a city or a town centre, rather than the
working ports; the ease of access encourage passengers to explore by their own.

•

33% of the interviewees suggested touristic packages and promotions to encourage the
cruise tourists to visit the area by themselves; there was a suggestion for a Cork map
specific for cruises.

•

The scenery, the natural beauty, the attractiveness and available attractions are the
deciding factors for the passengers to go onshore.

•

Other elements to encourage the cruise tourist to visit a destination are: the tourism
information presented onboard, the flyers, the maps and the cruise newsletters.

•

The cruise staff (crew) have an impact on passengers' decision to go onshore and the
activities they choose.

•

Some cruise companies provide their passengers the map of Cork City instead of Cobh;
the passengers are occasionally unaware of the actual place the ship is docked.

•

Cork is not known abroad - international marketing campaigns will increase awareness
and trigger tourism growth.

•

The destination should be promoted to the cruise passengers even before they decide
which cruise to choose next, to increase the chances of going onshore.

Converting the cruise tourists to land-based tourists
•

The cruise passengers have a higher potential to return to a destination than any other
traveller.
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•

44% of the interviewees highlighted that the intention to return to Ireland is high. The
research has found that 67% of the cruise passengers intend to return to Ireland for
land-based vacations, and 40% of them do.

•

The 'intention' to return should be converted to an 'action', before the passengers
leave the destination.

•

Organising a local festival for the cruise passengers will give the local businesses a
chance to promote themselves and create a need to return to the destination.

•

78% of the contributors outlined that the experience the cruise passengers have at a
destination is impacting on their intentions to return for land-based holidays.

•

Passengers have to feel welcome, and return onboard overwhelmed, surprised, with
exceeded expectations, to consider coming back.

•

Social media Is raising awareness, and it is creating a desire to revisit a destination for
those who use it to share their photos and experiences online; there Is an impact on all
of those that are connected with the person sharing them, as well.

Attracting onshore the cruise staff and capturing the cruise staff market
•

The crew often returns to a destination for the duration of their contracts, and are more
familiar with the port.

•

55% of the participants stated that offering discounts to the crew and free Wi-Fi would
attract them onshore

•

The shops, pubs and restaurants benefit more from the crew spending money than
from the passengers.

•

Port manning, working hours, being on duty, or Immigration requirements prevent
some crew members from going onshore in a harbour.

•

The cruise staff market is a niche unexploited properly

•

The needs of the cruise staff are different than those of the cruise passengers.

•

44% of the passengers believe that the crew members are business influencers,
impacting on passengers and another staff as well.

•

It is important that the cruise staff is aware and forwards the right message -
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familiarisation trips were suggested.

Converting the cruise staff to land-based tourists
•

The affordability of a holiday in Ireland is an issue for the cruise staff.

•

The crew welfare on board could facilitate a data base, with the emails of the crew
members - running promotions, raise awareness, spread the word, create an intention
to return.

•

78% of the interviewees stated that the likelihood of the cruise staff to come back for a
vacation to Ireland is the same as the probability for the cruise passengers.

•

One participant considered that a totally different strategy is required.

©

One contributor argued that the crew holidays are spent home with their families, and
no strategy will attract them back to Ireland for a vacation.

Strategies to create ancillary revenue for Cork Harbour and its hinterland
The strategies have to maintain the positive experience of the cruise passengers.
The strategies have to protect the revenue streams for the cruise ships, for fear of
redeployment.
The strategies have to be engaging and create additional income for the local
businesses.
Some of the local businesses are missing on the opportunity to raise their incomes, as
they are not open when the cruise ships are in port.
The businesses can work together to attract the cruise passenger to spend money
locally - complement and augment each other.
Suggestions to increase revenue; a shopping village where the tour buses would stop
before returning to the ship; special packages for the incentive and corporate groups;
niche experiences for the passengers; an additional cruise berth in Cobh.

Increasing the ships' deployment to Cork Harbour
•

Cruise liners are redeploying their ships easily to maximise profits and meet the market
demand.

•

56% of the participants argued that the cruise ships are sent to destinations that the
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cruise passengers find attractive.
Providing the experiences that are on demand have a direct impact on the ship
deployment to an area.
The opening times of the attractions in the area have an impact on the cruise
companies' decisions to schedule a ship to a harbour and the length of its visit.
Selling the destination rather than the port, and promoting several different harbour
experiences would have a positive effect on the numbers coming to port.
The Port of Cork should be portrayed as having the capability, capacity and competency
to handle additional activity.
Building additional berthing facilities provide the chance for additional ships to be
accommodated in the harbour, as tendering is not popular.
A cruise company that is financing the construction of a new terminal/berth will be
directly interested in using it and recover its investment.
Ireland INC has the capability to encourage the cruise tourism in Ireland and promote
more the destination.

Cork Harbour potential to become a turnaround port
The Americans claiming Irish heritage will be critical for Cork to become a home port
The cruise schedulers are looking for new harbours that could become home ports.
There will be major benefits for the region across the value chain, if the Port manage to
attract turnaround cruises.
The existence of a nearby international airport is the main requirement for a home port
- Cork Airport is located very close to the Port of Cork.
Strong commitment and a joint strategy is required for all the stakeholders.
The local government is ready to back up the key stakeholders, to facilitate the Port of
Cork to become a home port.
Cork Airport facilities could be used for the turnaround cruises until proper ones would
be built in Cobh.
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SWOT analysis - Port of Cork
Strengths
•

The Cork Airport is a fundamental element for the 'Port of Cork - home port' concept.

•

The natural port characteristics are important factors for the cruise companies choosing
a home port.

•

The dedicated cruise berth that is not affected by tides is a major element to be
promoted to the cruise businesses.

•

Cork Harbour is positioned to a distance that would facilitate transatlantic cruises,
Britain and Ireland cruises, cruises to Northern Europe, West Europe, even long cruises
to the Mediterranean.

•

The Port of Cork has a good reputation and an increasing cruise activity as a destination
port.

Weaknesses
•

The Port of Cork is missing some of the required facilities to handle a turnaround cruise.

•

56% of the participants stated that the Cork Airport would necessitate more air
connections to facilitate turnarounds.

•

The lack of vision, funding and investments are weaknesses for a harbour that has the
potential to be a home port.

•

The capacity to handle several ships and numerous passengers might be an issue for the
Port of Cork.

Opportunities
•

The harbours of the capital city could be argued as unattractive for the cruise
turnaround; the Dublin Port is a container port, while Dun Laoghaire is a tender.

•

The Port of Cork is a destination port with an exceptional reputation, well connected
with the important organisations worldwide.

•

Disney Cruise Lines, whose main market are families with children. The family
orientated attractions available close to the Cork Harbour would represent an excellent
base for a proposal to
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•

A touristic package could be built and offered in conjunction with the Disney Cruise Line
for the intergenerational cruisers, claiming Irish Heritage.

Threats
The increase of 'staycations' as a result of increased terrorist attacks and pandemic
fears is seen as a threat; also an increase of the environmental regulations, preventing
the ships coming into the harbour.
The flexibility, adaptability and capacity of the main attractions.
67% of the participants have outlined as the main threat the cruise businesses choosing
a different home port location in Ireland.
45% named the ambitions of the Dublin Port as the main threat to the 'Port of Cork home port' concept.
One participant highlighted that "the capital city has to be a turnaround destination";
however, another interviewee argued that the harbours in Dublin are not adequately
set up to become turnarounds at the moment.
The rivalry between Irish Ports is seen as a threat in attracting turnaround cruises coopetition might be a remedy.

Strategic partnerships and alliances in the Cork region
The regional cooperation is a key for the Port to become a home port - 100% of the
interviewees recognised the importance of all the stakeholders to be part of an alliance.
One participant has identified the need for a new tourism entity with a clear objective
to transform Cork in a home port, it would require people, processes and structure to
achieve its goal.
Cruise Ireland has the potential to become the required entity; It has some of the
elements already in place.
One contributor stated that the necessary partnerships and alliances are already in
place, waiting for activation when and if an opportunity arises.
The Port of Cork - Cork County Council - Cork Airport have a shared Interest that has to
be acknowledged and work together to grow the region.
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5.12

Recommendations for Practice

The recommendations presented in this chapter are based on the findings from primary and
secondary data sources. The outcome of this study could be a useful tool for relevant
stakeholders to leverage the strengths that already exist and find strategies to increase cruise
tourism in the Cork region. The cruise sector is a significant revenue generator for a harbour
and its hinterland.
From a tourism perspective, this current study advises stakeholders to develop products that
meet the cruise industry trends, as well as its needs and expectations. Chapter 4 presented the
importance of having a proactive attitude towards improving and generating shore excursions
and provide new experiences for the cruise passengers and staff. The researcher suggests
'familiarisation' excursions for the cruise staff, offered in conjunction with the crew welfare
onboard. Another recommendation is to provide promotions for the cruise passengers and
crew in connection with their social media activity, to increase awareness of the destination
and create an intent to (re)visit the Cork region.
The research has found that the local businesses are challenged by the lack of tourist
interaction points. An inventive approach is needed. The cruise tourists could be targeted with
an advertisement on the tour buses, on board the train going to Cork, or/and on windows of
the local businesses, and their bills and receipts. The train station in Cobh is adjacent to the
cruise berth. The area between the train station and the cruise ship is used by the cruise
tourists waiting to board the tour buses, as well as on return when they are waiting to embark.
For the cruise staff, the promotions could be advertised on the crew welfare boards onboard.
Incentives could be offered to the tour buses drivers to stop in certain shopping locations.
This study has found that the cruise industry is steadily increasing, and there is a demand for
new harbours to become home ports. This research recommends that the key stakeholders
acknowledge the potential of the Cork Harbour to become a future home port. The relevant
authorities need to develop and implement an industry centred campaign to position Cork
strategically as a

cruise

destination

that

is
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attractive,

desirable,

safe

and

exciting.

Understanding and endeavouring to fulfil the criteria of the potential home port users are
essential, as outlined in Chapter 4. Infrastructure, passenger services and marketing campaigns
have to be improved to provide world-class experience and effective standards of safety and
security.
The author encourages the relevant authorities to create a value proposition for cruise
businesses, positioning the Port of Cork as a family friendly port. The Americans claiming Irish
heritage are a key to sell 'Cork Harbour - Home Port' concept to the cruise liners. The Irish
Americans would have a chance to cruise and visit Ireland in, what could possibly be, their
'once in a lifetime vacation'.
Finally, considering the findings of this study, the researcher recommends that the key
stakeholders acknowledge their shared interest, and collaborate more to grow the region
economically. The Port of Cork, the Cork Airport and the Cork County Council have to forge a
secure alliance, together with all the relevant stakeholders identified in this current research. A
formal body has to be put in place, with people, processes and structure, with a clear strategy
directed towards increasing the cruise tourism in Cork and its economic impact on the region.
The main objective should be attracting the cruise industry to transform the Port of Cork in a
new home port for the cruise industry.
The research has found that the Dublin Port is the main competitor for the Port of Cork in
attracting turnaround cruises. As highlighted in Chapter 4 and 5, consensus and coopetition are
key for accomplishing the targets and increase the cruise tourism in the region, avoiding the
harbour's congestion in the same time. This study recommends coopetition for this two
harbours, as both have the potential to be successful home ports. Their characteristics are
different, as well as their capacities. Working together could ensure that both ports will be
included in a cruise itinerary, one as a home port and the other as a destination port, ensuring
that maximum revenue could be generated at the national level.
This research was conducted right before the Britain's vote and found that Brexit is a threat to
the growth of the cruise tourism in Ireland, as the cruise tourism is still highly dependent on the
British cruise tourism. There will be cruise companies that might like to skip the British ports, to
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avoid an increase in the cruise prices, or decrease of their profits when the visa requirements
are going to be introduced in Britain. As Brexit is a certainty now, measures should be taken to
ensure the stability and growth of the Irish cruise tourism, and transform the threat into an
opportunity for Ireland looking to create succesful Irish itineraries

5.13

Recommendations for Future Research

One of the difficulties with cruise research is that cruise studies are on a 'shifting tide of
knowledge' where information can change rapidly. What happens today is yesterday's
knowledge and tomorrow's research enquiry (Morgan and Power, 2011: p.287).
This section points out a number of future research topics based on the current research that
has provided the views and insights of nine interviewees, correlated with the objectives
outlined in Chapter 1. As outlined earlier, the research undertaken in the cruise tourism field
has been rare. This current study is novel for Ireland, and the relevant literature was scarce.
The outcome of the present study can be useful for those policy makers looking at the
measures to be put in place for the cruise tourism in Cork and Ireland, as well as the relevant
stakeholders seeking to improve their activity. It could be useful for those interested in
business, economics or marketing, or equally by research professionals.
The findings in this current research indicate that the US provides the highest numbers of
cruise tourists worldwide. As some of them are Irish descendants, further research could be
looking into the likelihood of the Irish Americans to cruise to Ireland. Is it a target market still
untapped?
Another interesting finding of this research indicates that, as a result of the recent recession,
funding and investment are issues for Ireland. This is an exciting area to explore more, and look
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into the possibility to attract foreign investment and build a new cruise berth In Cobh; possibly
for a cruise company to invest in the project.
As highlighted in this research, Cork Harbour has the potential to be a home port and attract
turnaround cruises in the area. A business case study could be conducted for the Port of Cork
to research the feasibility of becoming a home port, which should have a significant economic
impact on the port region, cities and country. Research could be undertaken to look at the
cruise industry exact requirements concerning the Port of Cork, and the Port's ability to satisfy
them. Alternatively, maybe to look into the degree to which the economic benefits are
distributed equitably between the cruise line, port, among the stakeholders and the
community.
Finally, as Brexit is one of the latest news, research should be conducted to establish its impact
on the Irish cruise tourism. Is it a threat or an opportunity for Ireland?

140

5.14

Conclusions

This study extends the existing academic literature through findings in the current research
relating to the cruise tourism in Cork. The present study took into consideration the cruise
industry worldwide and examined the potential of the cruise tourism in the Cork region. The
semi-structured interviews conducted with nine senior executives involved in strategic
functions of their particular sector, key stakeholders of the cruise tourism in Cork, yielded the
data which allowed a presentation of the key findings in Chapter 4. The qualitative findings
allowed the researcher to present comprehensive conclusions on the topic of interest.
This research found that the cruise industry has the bargaining power, and the Cork harbours
have to have a proactive attitude to satisfy its demands. It also notes that Ireland is an
emerging cruise destination, and that it is not entirely aware of its potential. Providing the type
of experiences that the cruise passengers are looking for is viewed as a key to increasing a
harbour attractiveness and ensure the cruise ships keep calling at the destination. This study
highlights that the strategies to create ancillary revenue in Cork region have to be appealing for
the local businesses, maintain the cruise tourists positive view of the destination, and ensure
that will not interfere with the cruise businesses' income, for fear of driving them away.
Encouraging the cruise passengers visiting a destination to return as land-based tourists will
have a major impact on the overall tourism and increase the revenue it generates for the
region/country. An important finding that emerged from this research is that the 'intention' to
return should be converted into an 'action' before the cruise tourist is leaving the area to
continue its cruise itinerary.
The current study has found that the crew are 'business influencers', affecting both cruise
passengers and fellow crew members' decisions to go ashore and visit the destination, as well
as influencing the activities they choose.
This research has investigated who is responsible for marketing the Cork region to the cruise
industry and explored the strategies to capitalise on the increasing cruise business of the Cork
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harbours. The study found that the Port of Cork is responsible mainly for attracting the cruise
business into the area. The Port promoting efforts should be complemented by those of the
other key stakeholders. This research concludes that Ireland INC should also focus on
marketing Ireland as an attractive cruising destination internationally. A joint strategy with a
clear message is the key to increasing the cruise tourism and the cruise ship calls to Cork and
Ireland.
It was further observed that the Port of Cork could become a home port and attract
turnaround cruises in the area. Developing a destination port to a home port could boost the
entire area, as it is seen as beneficial across the value chain. This research concludes that it is
necessary to comprehend the requirements and standards of the potential home port users
and strive to fulfil them. Furthermore, the outcome of this research could provide a stimulus
for the key stakeholders and local government regarding the cruise tourism and Cork potential
to expand.

A SWOT analysis was conducted to provide an overall view and a base for charting a strategy to
achieve the home port status for the Port of Cork. The findings of this research might be a
useful tool for the relevant stakeholders aiming to launch strategies towards the selection of
Cork Harbour as a home port. A conclusion of this research is that the harbours of the capital
city, Dublin and Dun Laoghaire, are not suitable to be home ports, as they lack the main
attributes, increasing the chances for Cork to attract the cruise companies in return. The Cork
Harbour's position makes it an attractive option as a port of call for cruises to and from the
Baltic, Mediterranean and the Caribbean, being favourably located for transatlantic cruise
traffic and vessels' relocations to the North Sea. This research has found that Ireland is part of
Britain itineraries, and BREXIT was argued more as a threat than an opportunity for the Irish
cruise tourism. This study has outlined that the opportunities are greater than the weaknesses,
and Cork's potential as a home port should be further researched in depth.

This research has looked at the enablers of the strategy and the requirements of its success.
This study can conclusively state that the many stakeholders responsible for the cruise tourism
in Cork could benefit from a joint strategy and industry focused marketing campaign. There is a
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need for a strong commitment and alignment of their efforts towards a common goal that
would increase their value proposition. Manning (2012) stated that some destinations become
aware of the need for planning and managing the impacts of cruise tourism only when these
impacts occur, but new destinations, in contrast, have some ability to anticipate and plan for
the impacts of cruise tourism. Cork as a destination should plan for the cruise tourism impacts
and find solution to maximise the positive impacts and to mitigate the negative impacts.
This research study concludes that Cork is an attractive, desirable, safe and exciting cruise
destination. Those advantages have to be communicated to the cruise businesses and the
cruise passengers in a message that will position Cork Harbour strategically on the cruise
market, increasing its chances to expand its influence and become a home port in the near
future.
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Appendices

Appendix 1: Cruise ships calls and passengers numbers in Ireland (CSO, 2016a]
Cruise Ships and Passenger Visits to Irish Ports by Irish Ports.
Statistical Indicator and Year
2006

2007

2008

2009

2010

2011

2012

2013

2014

2015

All Irish ports
Cruse Sh?>s Vsits to Insh Ports (Number)
Passenger Vs<s to Insh Ports (Humber)

137

130

164

164

173

166

190

210

181

193

105.748

105.725

145.845

159,466

176,762

172,002

162,797

216,078

203,771

241.872

Bantry Bay
Cruse Shps Vsits to insh Ports i Number)
Passenger Vsts to Irsh Ports (Humber)

5

1

7

5

9

3

7

6

6

1

1,862

444

3.938

2,522

2.653

967

1,492

1,902

3,882

172

1

0

0

0

42

0

0

0

Castletownbere
Cruse Ships Vsits to Irsh Ports (Number)
Passenger Vsts to Insh Ports (Number)
Dun Laoghaire
Cruse Ships Vsts to irsh Ports (Number)
Passenger Vsts to Irsh Ports (Number)

6

4

8

8,126

952

12,830

Dublin
Cruse Shps Vsts to Irsh Ports (Number)
Passenger Vsts to Irsh Ports (Number)

75

40

83

76

85

85

87

100

86

93

60.000

40.996

74,206

71.837

91.742

93,336

86,771

103,633

97,316

101,400

Shannon Foynes
Cruse Ships Vsts to msh Ports (Number)
Passenger Vsts to Irsh Ports (Number)

3

63

1

3

4

4

4

4

1

2

1,535

55,000

315

1,166

1,045

1,403

2,640

1,879

387

1,421

Galway
Cruse Ships Vsts to Irsh Ports (Number)
Passenger Vsts to Insh Ports (Number)

2

1

2

2

3

6

5

6

5

436

460

270

650

737

2,023

1,194

2,860

2,326

Killy begs
Cruse Ships Vsts to Irsh Ports (Number)
Passenger Vsts to Irsh Ports (Number)

3

7

8

14

5

6

12

6

10

9

1.516

2.567

2,741

5,438

2,028

1.278

4,360

3,016

4,976

5,975

Cork
Cruse Ships Vsts to Irsh Ports (Number)
Passenger Vsts to Insh Ports (Number)

38

2

51

54

51

53

57

64

52

57

32.826

800

59,716

71.557

70,409

70,431

59,898

85,495

83,201

102,217

2

0

0

0

30

0

0

0

Tralee Fenit
Cruse Sh^js Vsts to Irsh Ports (Number)
Passenger Vsts to Irsh Ports (Number)
V/aterford
Cruse Ships Vsts to Irsh Ports (Number)
Passenger Vsts to Irsh Ports (Number)

11

16

10

10

19

12

16

19

16

18

7,573

5,458

4,629

6,296

8,885

3,850

5,571

10,833

10,197

15,531

lead www.cso.ie
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Appendix 2: Cruise home port' attractiveness criteria (Lekakou etal., 2009)
Xaniral port
charactensQcs

• Nearlrt' to ouite ituetanes
• Protection &otn weather conditicjis

Port e£5««ijc\

• Efficienc) of port tnanagemen!
• Ship tumaround tune

Port man2Eem«ct

• Capabilm of settmg
long-tune business relations
• Speaal treatment for sre<5uent users

Port infizstructuie

• Infrastructures for passengers embarkation disembarkanon
• Modem passenger terminals
• Aj^c^inate capacits'
• Capacity- fee handling a large number of passengers sanuhaneoush' • Infrastructures for cruise ships crew • Pert depth

Site
characteristk
Port senices to

• Tune spent for secunts- checks

• Response to the peculiar needs of the cruise ccc^iain

• Tras'el-cruise agencies • Postal sernces • \TP lounge
• Banking sernces
• Dun- free shops • Plas grouois for children

Port KToicej»
cmie-slupj

• Pilotage • Ship rushes prosisicn
• Towage • Biuikermg

Cost of port semo

• Cost of auue ships sersices
• Cost of passenger senices

Cm' amaunet

• A\-ailabilit\' of an isremationa! airport
• AcaiUbilitv of an mtemational tram station
• Appropnate hotel mfrastructure

Provision of
mtermcdal
transports

Amacme tounsne
areas - acti\'mes

• Car parking
• Safe it secure ens-uonment
• Fust aid sOTon • Transport mneranes mside p

• SeiMces relating with safots
• Sernces relating wifri securin'

• Waste recepnon facilmes

• Operating costs for the ermse compam-'s headquarters
• Port dues

Available coastal mneranes
Reluble coastal shippmg senices
Nenvurk of inland cocnecuons
Capacm of the airport

• Places of attraction
• Cruise sites
• Places of cultural interest

• Interoet cafe
• Sports area

• Classificanon Societies mspector's
• Shijfoiulduie it ship-repau facilities

• Restaurants
• Marketplace
• Recreation area

• I□ce^Q^es to cnuse compames m order to start hotnepon operations
• Polin reearduia cruise terminals concession

•
•
•
•

• Port marketing campaign

• Networiang of the port with ofoer cruise ports m the area

passenzet!

Pobtical coodmons
& reguUten
oamework

Situation
characteristic

• Baggage handling proceedings
• Facilitation of the passengers

• Tcunsf artormanon jxuias
• Adequate number of buses & bus routes
• Adequate number of cabs

• Cabotage polics'
• Polmf^ stabiim'
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• Nanonal tourism polics

• CoordmatioD with coastal sbippine ptosiders
• Nancnal & mtemanonal rail mfrastructui
•Reliable land transport (nanciul & mtemauonal lais senices) • Cooperation land transpert proMders
• Xauonal & mtemanonal road mfrastmctuies
• An comsecnoiis
•
Reliable an transport
• Cooperanon with an transport proiiders

• Places of histoncal mterest
• Abiliit' to traiel to neighbouring tounsne areas
• Attracni-e actnines

Pronmm to
markets of cruise
passenges

• Tounrtpohee

• Traditional aenmes
• Religious tounsm
• Athletic tounsm

• Conference tounsm
• Green tounsm

Appendix 3: Cruise life-cycle model
edited from London, 2010b.
Life-cycle phase

Input

Product development
Attracting

Itinerary planning - attracting ships, can be affected by:
o
o

passengers

and ship

Unions, and
General supplies and maintenance

Marketing and promotion - attracting passengers
Leadership, coordination and knowledge - attracting local
support

Infrastructure

Connections
o Air/sea packages

Cruise
operations,
infrastructure and the

o

Land transport connections

Ports and passenger facilities
o
o
o

regulatory environment

o

Terminal building
Passenger check-in and disembarkation facilities
Connectors - physical access between ship and
wharves, including gangways
Amenities

o

Berths, berthing and wharf areas
■ threats posed by megaships

o
o

Terminal location
Port neighbourhood

Government and regulation
o Red tape
o Lack of regulation

Distribution

o

Taxes, fees and other levies

Transport, services and amenities
o Transport

Onshore

The onshore experience

Public understanding and compliance
The political environment

Cruise passenger information

Moving, serving and
assisting passengers

Use and consumption

o
o

•

o
o

Medical
Retail

o

Restaurants and cafes

Shore
o
o
o

excursions
Interesting, varied and appropriate shore excursions
Cost of shore excursions
Tour guides and lecturers

154

•

Crisis and disaster
o

Natural disasters:
■ Earthquake and accompanying tsunamis
■ Severe weather at sea/high sea
■

o

■ Bush and forest fires
Civil emergencies:
■ Piracy
■
■
■
■

Disposal
What
the
passengers
behind

cruise
leave

Severe weather on land

Terrorism
Strikes
Military coups
Pandemics

•

Environment
o Ship pollution

•

Economy - negative economic impacts:
o Residential areas and local recreational sites and
amenities
■ Commercial use (by the cruise sector) of local
recreational sites and amenities, previously
■
o

used exclusively by residents
Noise from air-borne sightseeing craft

Local economy
■ Increase in seasonal, low wage tourism Jobs
■ Domination of gift shops and other oriented

■

businesses which threaten or destroy local
character
Reliance on cruise passenger revenue, making
communities acutely susceptible to economic
disruption from e.g., changed itineraries and
ships pulling out entirely, etc.

■

o

Displacement of traditional industries such as
commercial fishing
Local transport
■

o

Cruise tourism can disrupt local access to
cargo space and services as well as to local
ground transportation

Fabric of the community
■ Disruption to the
community
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social

fabric

of

the

Appendix 4: Timeline / Gantt Chart

The research took place over a time span starting November 2014 and ending

of September

2016, when the thesis had to be handed in.

2014

2015

2016

Tasks

Literature
Review
Data
collection

Data
analysis
Writing
report
Submit
the
research
Figure 5 Gantt chart
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Appendix 5: Overseas Visitors to Ireland

Overseas Visitors to Ireland
January-December 2012-2015 (000)
%
——

change

-----2012

2013

2014

2015

15vsl4

Britain

2J74

2,929

3,164

3,547

12.1

North America

1,017
904
115

1,158
1,056
125

1329
1,169
160

1,514
1,525
191

14.0
13.2
19.6

IMl
596
448
252
255
25’'
191
570

2.463
454
485
254
265
265
210
5 “'5

2,638
456
557
258
291
2^5
200
602

3,043
505
629
521
545
526
254
685

15.4
lO.S
12.9
24.7
18.0
18.7
16.8
13.9

379
156
225

436
188
248

474
190
284

539
208
551

13.7
9.3
16.6

6.518

6.986

7,604

8,643

13.7

USA
Canada
Mainland Europe
France
Germany
Italy
Spain
Belgium/Netheriands/Luxembourg
Norway/Sweden/Finland/Denmark
All Other Europe

Other Areas
Australia/New Zealand/Other Oceania
Other areas
TOTAL OVERSEAS

Source 5-".-e-.-s a^e ;es>5ne; to “reaiure a-ea o' -ei <2e- CO group -gs ' bold Tigu-ea) Figurea
ts rs e rc inbicat vc' approxirrste overall market s le but Co i-ct prcv.::- a aur'c.cnt Ic.-r c' prcc^jor- tc occj's! cy 'o'oct
—a'r.et a le or t-er-is o-.-er t —e

Note. The above ft^urea tnelude both stoyirv^ aod »ame day v^ita to Ireland and do r>ot include any
estimaten tor those who travel via Northern Ireland.

Source: Central Statistics Office - Overseas Travel 27 January 2016
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Appendix 6: Interview Guide

Ql. Are you aware of any value capture strategies that were used in the past and were
successful to capture the cruise tourists and the cruise staff? Have you any suggestions for
some?
Q2. In your opinion, what might be the best incentives to attract onshore the cruise tourists
that would otherwise choose to remain onboard?
Q3. How can we attract the cruise tourists that are visiting the Port of Cork, to return as land
based tourists in Cork and its hinterland?
Q4. In your opinion, what might be the best incentives to attract onshore the cruise staff that
would otherwise choose to remain onboard?
Q5. How can we attract the cruise staff that are visiting the Port of Cork, to return as land
based tourists in Cork and its hinterland?
Q6. In order to create ancillary revenue, what would you recommend to be done in the Port of
Cork and its hinterland?
Q. Like other revenue streams or new point of sales....

07. Have you any suggestions as to how can we influence the cruise industry to deploy more
ships to the Port of Cork?
For the next questions I will use the term "home port" or "turnaround port". The term is used
to define the port in which a ship will take on or chanRe over the majority of its passengers
while taking on stores, supplies and fuel.
Q8. In your opinion, what will be the advantages of Cork becoming a home port?
Q9. What do you think are Cork's strengths, opportunities, weaknesses and threats in
becoming a home port?
QIO. What strategic partnerships or alliances would you suggest in order to facilitate Cork
reach the status of a turnaround port?
Qll.What other professional do you know that would be interested in participating in our
research, relevant for the subject?
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Appendix 7: Cobh Harbour Images

Celebrity Eclipse at Cobh Harbour (Source: Port of Cork):

Caribbean Princess cruise ship, docked in Cobh Harbour (source Irish Examiner):
'

j

’
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Cobh rail station and cruise berth (Roche, 2015):

Cobh Cathedral 49 bells carillon (source: Visit Cobh, 2016):
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Appendix 8: A view on the largest cruise ship in the world: Harmony of the Seas

Source: Vivien, 2016
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